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BIG BONUS 

Nielsen now reports that radios in automobiles add as 

much as 33% to the radio audience. And advertisers get these 

listeners free — a big bonus! 

In Baltimore, the Department of Motor Vehicles has 
announced that today there are more than 300,000 passenger 
cars with radios in the Baltimore metropolitan area. 

Surveys by ARB and PULSE prove that W-I-T-H dominates 
this big out-of-home audience day and night. Just another 
reason why W-I-T-H gives more listeners-per-dollar than 
any other radio or TV station in Baltimore. Get the whole 
story from your Forjoe man. 
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REPRESENTED NATIONALLY BY BLAIR TV INC. 



Whither P&C's 
daytime tv? 



WOR surveys 
cigarette sales 



More 2-car, 
2-radio families 



Hooper to index 
spot r-tv clients 



Ground rules for 
reaching kids 



'Lucy" still loved 
by tv viewers 





P&G's dropping of 5 radio serials does not mean firm is exiting net 
radio. Seven serials remain, 5 on CBS, 2 on NBC. Cut-backs of 2 tv 
soap operas likewise does not signify retreat from daytime tv, but 
rather dissatisfaction with specific shows. Real question for whole 
industry is whether P&G will stay with soap opera in daytime tv as 
it did in radio, or whether television soap opera is on way out. For 
analysis of P&G daytime operation on both tv and radio see "The 
Procter & Gamble Story, Part 3," page 34 this issue. 

-SR- 

There's been little change in total volume of cigarette smoking in 
New York market but there have been number of changes in brand pref- 
erences and smoking habits of interest to air advertisers, latest 
edition of WOR, New York's continuing study of cigarette smoking 
shows. Chesterfield is favorite with men; Pall Mall leads with 
women* Filter brands have tripled among men, quadrupled among women 
since 1953, showing effect of heavily air-backed selling. 

-SR- 

Two-car trend is being spurred along with heavy ad campaigns by lead- 
ing automakers. Number of multi-car families is now at 4.5 million, 
up from 1941 level of one million. Trend is of interest to radio 
clients, since an estimated 75-80% of new auto s are being equipped 
with car radios. Sales are being made primarily to housewives, who 
want to get out of house during the daytime (while hubby's in town 
with the car) to shop, visit or play chauffeur to the kids. 

-SR- 

C. E. Hooper has started the ball rolling on new tv and radio moni- 
toring service, which has been in the discussion stage for some time. 
Service will involve a tie-up between Hooper, ARB and Broadcast 
Advertisers Reports. Stations will be taped, and commercials in 
major markets logged in handy reference book. Timebuyers have often 
cited lack of knowledge of who's buying what in spot radio as a major 
industry headache (see "Spot radio must list its customers," 30 May). 
A. C. Nielsen research firm had option on BAR service, but dropped it 

-SR- 

Schwerin Research Corporation, as result of testing dozens of radio- 
tv shows before audiences of 17-and-under children, has developed 
interesting set of ground rules for appealing via air to kids: Chil- 
dren like action, but not too much of it at any one time. "Advice" 
must be disguised to get across. Kids are bored by virtuous, true- 
life youngsters, but accept them as part of dramatic story. Boys 
merely fidget over girl heroines. 

-SR- 

Current season has had string of casualties in situation comed y field 
("Dear Phoebe," "It's a Wonderful Life," "Mickey Rooney," et al.) 
but show that kicked off original trend still wears rating crown. 
Nielsen figures for 2 weeks ending 7 May show "I Love Lucy" in first 
place in homes-reached (15,708,000), first in per cent of homes 
(47.7). P&G portions, incidentally, out-pulled Philip Morris'. 
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Bache airs stock 
news abroad 



if it sells 
it's "glamorous" 



Tv-first 
for movies? 



Florida Citrus to 
use spot blitz 



Will fee tv 
buy away shows? 



Where's fee tv 
public service? 



How to use 
radio visually 



With estimated 600,000 Americans due to travel in Europe this summer, 
Bache & Co., one of leading users of air advertising in stocks-and- 
bonds business, has worked out system to provide tourists with latest 
market data. Radio Luxembourg will carry market roundup for Bache, 
and Voice of America will air "Martin Gilbert's Market Letter." 

-SR- 

What do you do when client says, " Dealers are hypnotized by tv 
glamor" ? That's long been question plaguing account executives, 
timebuyers when suggesting spot radio. One of best-documented indi- 
cations dealers who use it successfully are enthusiastic about radio's 
"glamor" is provided by case histories submitted in RAB Radio Gets 
Results contest. Six of 13 case histories appear on page 38, in 
part one of 2-part SPONSOR article. 

-SR- 

Is NBC TV plan to premiere new high-priced feature movie on tv an 
answer to fee tv's contention it alone could provide public with new 
movies? NBC TV will air movie, "The Constant Husband," starring Rex 
Harrison, as first in its series of "Color Spread" spectaculars (11 
September, 7:30-9 p.m.). Picture, produced in Great Britain for 
$250,000, will go into U.S. theatres after appearance on tv. Box 
office will be watched carefully by producers. If combined box 
office-tv take is good, look for more movies to go tv-first route. 

-SR- 

Success of Benton & Bowles with saturation tv I.D.'s for Maxwell 
House instant coffee (see SPONSOR 4 October 1954, page 32) was strong 
plank in B&B's successful presentation to Florida Citrus Commission. 
B&B's plan, when it takes over account from JWT 3 months hence, is 
to use near-$2 million tv budget for hard-sell I.D.'s. 

-SR- 

Concern of free television forces with fee tv's threat as competitor 
for programing was underscored by RCA and NBC Board Chairman David 
Sarnoff's statement to FCC last week. Sarnoff warned fee tv could 
"cripple" free tv by outbidding it for shows as well as reducing 
audiences. Sarnoff also pointed out fee tv advocates have made no 
commitment they would not carry advertising. "Obviously, this admis- 
sion was not merely inadvertent," Sarnoff noted. Possibility fee tv 
would include commercials has often been cited by admen to SPONSOR 
(see article 16 May issue, "Will fee tv hurt the sponsor?", page 38.) 

-SR- 

Look for fee tv proponents to try pointing up "public service" values 
of coin box system. David Sarnoff statement to FCC pointed to many 
programs network carries as public service. But fee tv, he said, 
has "... made crystal clear that the only programs they would 
present are those for which the public would be required to pay cash 
into slot machines " 

-SR- 

Radio commercials of late have been borrowing tv techniques, includ- 
ing use of "demonstration. " Two examples: RCA commercial for un- 
breakable radio sets in which Vaughn Monroe is heard hammering on 
set to show it won't break; Spic and Span commercial in which man 
and woman compete to see which can clean wall better, man with Spic 
and Span, woman with detergent suds. Both commercials seek to put 
over with audio what tv does visually. 

(S)tousor Itt'jutrls coiif inucx jwi<;<» f .?.*» ) 



EXCITING! 
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CHANNEL 8 
MIGHTY MARKET PLACE 



so exciting — 

your sales potential in 
this $5 } A billion market! 

You find that your product sales rise quickly — when 
you use WGAL-TV to advertise your product. 
This super-powered station's 316,000-watt signal 
sends your message from its mountaintop 
transmitter location to the vast, rich 
CHANNEL 8 MIGHTY MARKET PLACE. 
The one station that reaches this wealthy 
market, WGAL-TV sells your product 
to more than three million people 
who have $514 billion to spend every 
year. For sales that grow by leaps 
and bounds, buy WGAL-TV. 
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ARTICLES 



DEPARTMENTS 



Kaitle of the network tv titans 

Preview of fall programing on network tv shows how battle lines are shaping 

up. Chart gives lineup of shows and sponsors next season ,*J § 

The Procter Jfc Gamble start/: part 

Is P&G pulling out of soap opera? It has cut five radio and two tv soap 
operas. Part three analyzes why 

Are you morniny-ininded or open-minded? 

Many advertisers feel the only radio time worth buying is the morning when 
tv competition Is at its lowest level. Article shows admen they may be 
overlooking large afternoon and evening radio audiences ,"Jf» 

Local radio's impact: cash register proof 

RAB's annual "Radio Gets Results" contest drew ample proof that local radio 
is glamor medium to the local retailer. Trends among winning campaigns 
include higher frequency of schedules, greater reliance on station personnel *J# 

The product with ~* striUes ayainst it 

After a low results print campaign, 5-Day Deodorant is now moving up with a 

I00 r r tv budget. Company president feels visual power of tv has turned trick *J© 

Monitor: is this net radio's future? 

Disregarding the standard time breaks, NBC Radio Network's "Monitor" pro- 
grams in odd time patterns with a variety of material from all parts of the net '12 

ltlow-hy-olow story of a tv test: weeh Hi 

Results of the tv-only test, now two-thirds complete, show that total sales are 
up \00'"r over the same period last year when no tv was used. Biggest gain 
by B&M brown bread which leads the climb of the B&M line in the test area .|.| 

How to scoop the field icith radio 

Utilizing the well-known but often-ignored ability of radio to give fast coverage 
of news events, KWIZ, Santa Ana, California turned its facilities to producing 
a radio tabloid. Its success may be a guide for other stations ||J 



COMING 



Itlow-lty-ltlow story of a tv test: weeli 2(1 

Next article will follow the further progress of the Burnham & Merrill tv test 

in a formerly slow-moving market, begun in January, test ends in July ..fllllf* 



The Procter A. (iamhle story: part I 

Fourth and final article on P&G delineates relations between company and its 

seven agoncies, examines P&G production procedures, advertising organization 27 •Jllllf* 
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KWKH 



SHREVEPORT 



IS BIG NOISE IN BELCHER, TOO! 



i 



^KH's daytime SAMS area covers 80 counties ^ . . 

hundreds of towns and villages like Belcher, 
Louisiana (pop. 260). And oh, how we whet 
their appetites for KWKH programming! 

test Hoopers show that KWKH is preferred over the 
second station in Metropolitan Shreveport 
morning, noon and night — up to 104/r ! 

listeners per dollar KWKH outstrips the next-best 
Shreveport station by 89,4^ . Get all the 
facts from The Branham Company. 




(W KH 

A Shreveport Times Station 
I TEXAS 



HREVEPORT, LOUISIANA 



Nearly 2 million people live »ithin the KWKH day- 
time SAMS area. (The area Includes additional counties 
in Trtai, Oklahoma and New Mexico not shown on map.) 



50,000 Watts * CBS Radio 



ARKANSAS 



The Branham Ca. 
Representatives 



Henry Clay 
General Manaoer 



Fred Wotkins 
roeim*rc ; al Manager 




Win GoBen'Mike 
Trophy for third year 

The Radio — Television News 
Club of Southern Calilornia 
again honors KBIG News. Of 
seven awaids, K151G is the only 
noil- network winner. 





Alan Lisser 
1953 & l!tr>r 
winner for 
Best Non Network 
Newscaster. 



Larry Berrill 
1955 winner for 
Most Enterprising 
Radio Report. 



KlilG Newscasts are 5-nrinutcs 
long, staff-written, edited, pol- 
ished, listenable! 

There are 113 each week. Of 
these 10 are immovable public 
sen ice; 1G are sponsored; 27 
are available. 

If yon Sponsor KI.IG News, 
YOU own a share in this Gold- 
en Mike. 

Jf you don't, talk it over with 
your KB 10 or Robert Meeker 
contact. 




Jho (atalino Station 
10.000 Watts 

ON YOUR 
DIAL 

JOHN POOLE BROADCASTING CO. 

6540 Sunset Blvd., Hollywood 28, California 
Telephone: HOIIywood 3-3205 

Not. Rep. Robert Meeker & Assoc. Inc. 






■Jodii /lmfer.voti, Cary-llill Advertising, Des 
Moines, Iowa, jeeh that the station reps could sell 
far more convincingly if they had in mind the 
specific account for which they're pitching. "I 
realize," says she, "that it's difficult to handle the 
multitude oj accounts that media reps have to keep 
in mind. But ice always try to remember that each 
of our clients has a 'personality' that can best be 
projected through certain media and by certain 
techniques. This may sound tike a truism, however, 
the more information and adiicc that we receive 
slanted toward that goal, the more ice love the 
media guys." She feels that the best pitch is 
the one where a rep shows a buyer what his station 
could do for that account by proposing a 
schedule backed up with figures. 



Hill Scth, Lewin, Williams & Say lor, Acu' York, 
recently had occasion to study various phases of tv. 
"One of our clients had a budget somewhat under 
§200.000 to spend over 13 teeeks. Ife considered 
three possibilities: (1) spot tv announcements in 
the top 20 markets; (2) syndicated half -hour films 
in 20 top markets; (3) network participations 
covering 40 to 80 markets. The comparison proved 
to us that spot tv may have to readjust its 
price structure now that networks are offering 
such large lineups. Three network participations 
weekly actually cost less than cither two Class 
"A'' plus one Class "C" announcement weekly, 
or the least expensive half-hour film show. 
Spot can be a valuable medium only as long as 
its price structure is competitive." 



■lane i'otl&stvr. McCann-Erickson, Sew York, 
feels that radio and tv stations could do a great 
deal to simplify the buyer's desk tvork. "As still 
another voice crying in the wilderness,'' says she, 
"I would like to see the industry adopt some 
form of standardization for availabilities, con, 
firmations, etc. At present, the buyer is swamped 
with multi-colored forms, oddly shaped and marked 
program logs, coverage maps, rate cards, market 
data (helpful and otherwise) and various bits of 
assorted miscellaneous information. Ity the time 
the hopeless recipient has produced some order out 
of chaos, chances arc that that prize spot or time 
period is gone. I for one would like to sec all 
pertinent information, times, adjacencies, ratings, 
market data on one by 11" sheet, with 
perhaps a same-size coverage map attached." 
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RADIO 



IN OMAHA 

and in 

170 RICH 
COUNTIES 

(One-third in rich Western Iowa!) 



Tops in Every' Way . . . that's Radio WOW . . . 
now proudly a basic CBS Radio affiliate. 

Top WOW personalities . . . great names like 
"Jolly Joe" Martin . . . Connie Cook . . . Mai 
Hansen . . . and Ray Clark . . . are eager to sell 
your product! 

Radio WOW is a top buy ... a must basic buy 
in every national schedule! 

Call your John Blair man today! 



Frank P. Fogarty, Vice Pres. & Gen. Mgr. % Represented by John Blair & Co. 
A f filiated with "Better Homes & Gardens" and "Successful Farming" Magazines. 
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Dial 590 

5000 WATTS 



OMAHA 
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good spot 
to be in ! 



Like to have tilings pretty much all to yourself? 

Then give serious thought to spot television — especially on 
the 12 stations we represent. It conies in all sizes from less than 
$]()() a week to more than $1,000,000 a year... and its 
cost-per-thousand is so low you can virtually lake over a market 
without going over your budget. 

Take the case of the distributor in the Carolinas for Union Oil 
Company of California, who wanted to expand the demand for 
his premium -priced motor oil. A schedule on WBTV, Charlotte, 
hand-picked to fit his budget, brought these results within 26 
weeks: "We are now the top distributor in the nation. We've 
exceeded last year's sales by 102%, and have set up many 
associate distributorships. This can definitely be attributed to our 
television advertising with your company!" 

Results like these help to explain why more than 300 national 
spot advertisers are currently using schedules on oik* or more 
of the 12 stations (and the regional network) we represent. 

It s a good spot to be in! 

€tiS TKIjKi lSBOX SI*OT SJ #>#\S 

Representing: wcbs-tv New York, wcai'-tv Philadelphia, wtop tv Washington, 
wbtv Charlotte, wimv Florence, wmuh.iv .Jacksonville, wxix .Milwaukee. 
wubm-tv Chicago, kpltv Sail Like City, kgi i..t\ Galveston-llou!»ton, 
koin-tv Portland, knxt Los Angeles, cbs television pacific nf.twokk 




Getting 
Attention 
Where it 




Populority is delermined by how 
tnony listen. In Son Diego, more people 
listen to KSDO thon any other 
station, occording to HOOPER. 

Whatever it is, you con sell it foster, 

for fewer dollars-per-sale on 
San Diego's FIRST stotion . . . KSDO. 
Moy we show you why KSDO 
gets more ottention than 
any other stotion? 



KSDO 

1130 KC 5000 WATTS 

Representatives 
John E. Pearson Co — New York 
Chicago — Dallas — Minneapolis 

HurH Fcltis Asso. — Seattle 
Daren McCavrcn — San Francisco 
Walt Lake — Los Angeles 

7 




by Bob Foreman- 
Television's record: one for admen to he proud of 

In some quarters it is popular to tli«ru^ the advertising 
business as if it were sort of a eon game. I suppose it's fair 
to expect lli is. But to my amazement every now and then I 
run into advertising people whose admiration for their chosen 
field and the people in it is molecular in size. Why this view 
is shared by folks who take their livelihood out of the busi- 
ness puzzles me. It's too easy to get out of advertising. 

This jaundiced approach to our profession however is usu- 
ally held by those completely ignorant of our functions and 
their relation to the American economy. Their "knowledge" 
of what we do and why we do it is derived generally from 
pinko literature, soap-box orators and. believe it or not. from 
columnists whose jobs are dependent upon advertising but 
who persist in reporting the hucksterism they have encoun- 
tered as though it were typical. 

Most of my friends who serve in any phase of the adver- 
tising business are as un-huckstcrish as Tom Sawyer and 
resent being referred to by this cognomen. Most of them have 
one wife, pay their bills, share in community projects and are 
as good a stratum of citizenry as you'll encounter anywhere. 
In fact, they are as aware of their obligations to society and 
their debt to this country as any business group including 
lawyers, doctors and baseball players. 

For the^e reasons they (and the advertisers they represent) 
are constantly alert lo catch and prevent harmful advertinng. 
Furthermore, because of their intimate knowledge of the 
business, they are the best judges, I believe, as to what is 
harmful advertising. Consequently, you will always find them 
in the front lines in the battle against misleading copy or 
programing that will lie harmful to youngsters, el al. In addi- 
tion to their own good taste, they have one other benchmark. 
They know that bad advertising simply doesn't pay off. It 
inevitably comes back to haunt its perpetrators — advertiser 
as well as agency. There may be, as Barnum staled, suckers 
born regularly but centuries before some noble Roman made 
the comment — cxperientia (Inert. Suckers do learn fast and 
seldom forget. 

I uncover this kettle of fish because the small but vocal 
group which seems to be knocking our business is now work- 
ing overtime on television. 

Since most of the folks I know in the business happen to 
(Please turn to page 56) 
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On stage at WBEN-TV . . . and a crew of experts goes to 
work ! Experts because WBEN-TV's well-knit team of 
directors, announcers and technicians have been with this 
pioneer station since its beginning in 1948. These TV 
veterans have had seven long years of experience in the 
production of television commercials. 

WBEN-TV scheduling assures enough rehearsal time for 
every commercial. Two fully equipped studios permit 
staging effects that are polished to perfection. 

Standards like this cost no more, — that's why more and 
more time buyers buy WBEN-TV more and more often. 
Let quality production tell YOUR story in a quality way. 



° **** 
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CBS NETWORK 

WBEN-TV 



BUFFALO, N. Y. 



II Ml 



1TQJ/11 



MADISON 



sponsor invites letters to the editor. 
Address 40 E. 49 -St., New York 17. 



TV PIONEERS 

1 want to express my appreciation 
to you and the Television Pioneers for 
the award made to me at the National 
Association of Radio and Television 
Broadcasters convention Sundav. 22 
May. 

1 was very much honored and I shall 
endeavor to live up to this tribute in 
the future. 

James C. Hagerty 

Press Secretary to the President 

• Mi". IIa;:ert\ received an award for helping 
In bring? the Presidential press ronfrrcnrc to the 
public \ia leiev ision and radio. 



WBIU-TV Representative 

Harrington, Righter and Parsons, Inc., New York, Chicago, San Francisco 



It was a great privilege to he with 
you at the Television Pioneer Dinner 
at the Willard Hotel. This filled me 
with nostalgia and. at the same time, 
fired me with enthusiasm for the use 
of tv in the coming campaign. 

\ ou may be interested in know ing 
that I was one of the unsalaried pio- 
neers of radio, having been an an- 
nouncer over a college station in 1925 
and the teacher of the second class in 
ladio ever to he taught in an univer- 
sity in 1929. Moreover. 1 owe my 
election in 1954 almost entirely, in my 
opinion, to the use of tv. 

You are, indeed, rendering a ser- 
\ ice to the profession, and it was a 
privilege to he with you. 

Hki». Don ILmvoirni 
House oj Representatives 
Gth District. Mich. 



Thanks for a wonderful party. 

1 though George Ahrams' speech at 
the Television Pioneer diner was ter- 
rific. 1 am sure \ ou know how much 
favorable comment it caused. 1 do 
hope ) mi will have reprints made. 1 
would like one. 

IIakom) F. Cross 
President 
JFJIM-TV 
Lansing, Mich. 

• Kxcerpl* from Mr. Altrams* ftpcech at the 
Tel«-\ If Inn Pioneer Dinner ran in the 3(1 May 
K-.UO of SI'OINSOK. Kcprlnt* are available on 
rrcfiieNl. 

I I'lease turn to page ]("») 
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August 1st 



CBS Shows 

and 

Established Local 
Personalities 



Your Iowa campaign starts with Des Moines . . . state 
capital and largest city . . . the shopping and distribution 
center . . . salesmen's home base. And your Iowa 
campaign starts with KRNT-TV, the showmanship station 
with CBS shows that run away with the ratings 
sweepstakes, PLUS Central Iowa's favorite personalities 
with established audiences — and proved power 
to move merchandise! 

Face the facts! The same showmanship savvy that always 
gives you the biggest Hooper and Pulse ratings in Des 
Moines Radio is now also running the newest know-how, 
go-now operation . . . KRNT-TV. 




vtoa 



KATZ HAS ALL THE FACTS 



FULL POWER, 316,000 WATTS 
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fESTERN MARSHA 



f two-fisted TV Western 
s the competition in its Premiere Showing 




The very first telecast of STEVE DONOVAN, WESTERN MARSHAL 
in Seattle-Tacoma drew a smashing 18.8 rating versus the 
competition of '"Where Were You" (17.0), "I Led Three Lives" (11.0), 
and "Beulah" (2.8), in the 7:00-7:30 PM time period.* 
And this is just the first round. 

STEVE DONOVAN, western Marshal is the brand-new . . . all-new . . .. 
two-fisted Western. Each of the 39 half-hour episodes is packed full of action 
entertainment. Filmed under the supervision of veteran Western TV producer 
Jack Chertok, this series offers top quality production for 
viewers and advertisers alike. 

STEVE DONOVAN, WESTERN marshal delivers double-action impact — 
not only on television but also at the point of sale. Sponsorship makes available 
to you an unprecedented barrage of merchandising material, 
personal endorsements, premiums. 

Westerns rack up an average 30.0 Nielsen rating — 24% higher than the 
ranking average of all evening programs.** And Pulse ratings list six 
out of the top ten syndicated shows as Westerns.*** 

Now here is STEVE DONOVAN, western marshal to beat them all. 
Excitement and action to capture your audience; powerful merchandising to sell 
your product — all wrapped up in a single potent nbc film division package. 

Get STEVE Donovan, western MARSHAL on your side in the battle for sales 
in your markets. Don't delay — your market may be snapped up soon. 
Write, wire or phone now. 

"ARB, April, 1955 **\'ielsen, 2nd Report — February, 1955 ***Pulse February, 1955 Mullimarkel 

NBC FILM DIVISION 

serving all sponsors 

serving a// stations 

30 Rockefeller Plaza, New York 20, N. Y. 

Merchandise Mart, Chicago, 111. • Sunset & Vine Sis., Hollywood, Calif. 
In Canada: RCA Victor, 225 Mutual Street, Toronto; 1551 Bishop Street, Montreal 



_ are CLEVELAND and AKRON 



in 

WASHINGTON STATE? 

Washington State is not trying to steal these two great 
cities from Ohio. Washington State has its own concen- 
tration of population, and that concentration lies within 
the "A" Contour boundaries of KTNT-TV, the CBS 
television station for Puget Sound. The population in 
this area equals the combined populations of Cleveland 
and Akron. 




CANADA 




Of all TV stations 
in the fabulous 
Puget Sound area, 
only KTNT-TV 
covers all 5" cities 
in its "A" contour. 
'Seattle, Tocomo, 
Everett, Bremer- 
ton, Olympic 



More than half the population of Washington State is confined within 
a relatively small area bordering on Puget Sound. This area . . . the 
fabulous Puget Sound area . . . also accounts for more than half the 
state's spendable ineome. And the "A" Contour of KTNT-TV 
encompasses this rich area. KTNT-TV reaches over 1,200,000 people 
in its "A" Contour, plus 800.000 more living in the station's 
INFLUENCE AREA outside its "A" Contour. Average incomes in this 
area are greater than the national average, and the entire Puget 
Sound country is constantly growing. 



40 E. 49TH 

(Continued from page 12) 

MEDIA STUDY 

Through the kindness of the David 
W. Evans Agency 1 have just seen your 
"All Media Evaluation Study." I want 
to congratulate you on it! As a teacher 
of advertising 1 receive tremendous 
amounts of material on media research 
— but yours is the only one I've seen 
that could he considered truly honest 
and objective. I feel it should be re- 
quired reading in all advertising 
classes. 

I have asked our library to order a 
copy for the use of the students. I 
also want a copy for m)self. I hope 
\ ou will be able to send it to me very 
soon, and if there is a charge for the 
publication please bill me personally. 

Margaret Walker 
College of Business 
University of Utah 
Salt Lake City 

• SPONSOR'S "All Media Evaluation Sludy" 
costs S-t a single copy, $3.50 each for IO-SO 
copies*, S3.O0 eacli for 50-100 copies; S2.50 each 
for over 100 copies. 



CR1DER-SEYDEL MIXUP 

1 appreciate having been invited to 
take part in \our recent panel discus- 
sion on "'shows with intense audience 
appeal" I 16 May 1955, page 110). 



In Washington State, advertise where the I'EOI'LE are 



buy KTNT-TV. 



Mr. Crlder 




Mr. Seydel 




316,000 WATTS 



Antenna Height 
1000 FT. ABOVE SEA LEVEL 



CHANNEL ELEVEN fT CBS Television for Puget Sound 

Represented Nationally by Weed Television 

KTNT-IV, TACOMA 5. WASHINGTON 



"The Word Gets Around. ..Buy Puget Sound* 



However. 1 was quite amazed when 
1 saw how my face bad changed (con- 
siderable for the better, 1 might add) 
in the photo accompanying m\ state- 
ment. I understand that the picture 
w as I bat of WieklifTe Crider of Ken- 
\ on & Eckhardt. 1 can only hope that 
he agrees with my statement, seeing as 
how. b\ error, ho shared credit for 



same. 



Victor Seydel 
/ ./'. Charge Hadio-Tv 
Anderson & Cairns, X. Y. 
(I'Icase turn to page 122) 



16 



SPONSOR 




FIREMAN FRANK 
is doing a great job on Saturday- 
Ask Free & Peters 
for details 



"You Get Me, 



Dah-ling!" 



A ravishing dame, even on TV, doesn't get a 
second look— if you can't see her because she's 
got shadows under her eyes. ... Our darling is 
1480 feet above sea level, and the important 
thing is that she's in direct line of sight of 
1,382,000 families, who get shadow-free re- 
ception in the Bay Area's greatest concentration 
of population .. .they can see Miss KRON-TV 
clear as a silver belle ! ... She comes in natural, 
just like September Morn! .. .Give your sales 
message shadow-free reception, for maximum 
sales impact, with KRON-TV. 




Represented Nationally by Free & Peters, Inc. 



No, 4 in the series, "What Every Time Buyer Should Know About KRON-TV 
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first time on television 



ie.. 




T JOURNAL' 



OWARD 



Dr. Wayne Hudson 

Produced by Eugene Soloiv 
and Brewster Morgan 



AMERICA 



Made expressly for 
local and regional 

Sponsors— a brilliant, 

new series of dramas 

taken from the 

best seller by 

Lloyd C. Douglas, 

famed author of 

"M agnificent Obsession" 

and "The Robe" (2nd highest 

gross in film history). 



39 



half-hour films 

to enthrall the 
tens of millions of 
Douglas fans everywhere. 
Immediately available from 




ft. PHONE OR WRITE YOUR NEAREST MCA-TV OFFICE TODAY 
ERLT HlllSt 9370 Santa Monica Blvd., CRestview 6-2001 
ANTA • BOSTON • BUFFALO • CHICAGO • CINCINNATI • CLEVELAND • DALLAS • DETROIT • HOUSTON • INDIANAPOLIS • KANSAS CITY, MO. • MINNEAPOLIS • NEW ORLEANS 
* YORK • PHILADELPHIA • PITTSBURGH • ROANOKE • ST. LOUIS • SALT LAKE CITY • SAN FRANCISCO • SEATTLE • TORONTO • LONDON • PARIS 




There's Unanimity in Kansas City: 

NO MATTER HOW YOU COUNT THE 
AUDIENCE THE NO. 1 STATION IS 




HERE IS THE WHB LEADERSHIP 


LINE-UP 




FIRST PLACE — HOOPER 






Average share of audience 7 a.m. -6 
Apr.-May, 1955 


p.m., Mon. 


-Sat., 


FIRST PLACE — PULSE 






Average share of audience, 6 a.m. -6 
March-April, 1955 


p.m., Mon. 


■Sat., 


FIRST PLACE — TRENDEX 






Average share of audience, 8 a.m.-6 
Jan.-Feb., 1955 


p.m., Mon 


-Fri., 



10,000 WATTS, 710 KC 

This is what Mid-Continent programming, ideas and excitement 
have achieved for WHB! All three national survey s — PULSE, 
HOOPER. TRENDEX give WHB the top daytime spot 
with all-day average ratings as h'gh as 48.8 (Hooper). So no 
matter what ratings you buy by, your best Kansas City buy is 
WHB. Talk to the man from Blair or Wl IB General Manager 
George \V. Armstrong. 




•CONTINENT BROADCASTING COMPANY 

President: Todd Sforz 

KOWH, Omaha WTIX, New Orleans 

Represented by Represented by 

H-R, Reps, Inc. Adam J. Young, Jr. 



WHB, Kansas City 
Represented by 
John Blair & Co. 
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SPONSOR 



New and renew 



»§K§f 



13 JUNE 1955 



1. New on Television Networks 



SPONSOR 



Armour, Chi 

Associated Products, White Plains, for 
5-Day Deodorant, Kaywoodie Pipes 
Borden Co., NY 

Brown & Williamson, Louisville, Ky, 

for Raleigh Cigarettes & tobacco 
Chrysler Corp, Dodge Div Det 
Colgate, Jersey City 

Farm State Insurance Cos 



Cencral Dynamics Corp., NY 

Ceneral Foods Corp, Post Cereals Div, 

White Plains 
Ceneral Foods, White Plains 

Cerber Products, Fremont, ivlicn 

Criffin Shoe Polish, Bklyn 

Lewis Howe Co for Turns, St Louis 

International Cellucotton, Chi, for 
Kleenex 

Johnson & Johnson, New Brunswick 

Kellogg Co, Battle Creek, Mich 

Lee Ltd, Beverly Hills 

Liggett & Myers, for Chesterfield, NY 

Miles Laboratories, Elkhart, Ind, for 

Onc-A-Day Vitamins 
Nestle Co, White Plains 

Procter & Gamble, Cinn 

Reynolds Metals, Louisville, Ky 

W. A. Sheaffer, Ft Madison, for fine- 
line pens 
Scott Paper Co, Chester, Pa 

Scott Paper Co, Chester, Pa 

S.O.S., Chi 

Toni Co, Chi 



AGENCY 



Tatham-Laird, Chi 
Grey Adv, NY 
Y&R, NY 

Russcl M. Seeds, Chi 

Crant Adv, Chi 
Wm. Esty, NY 

Necdham, Louis & Brorby, 
Chi 

Morey, Humm & John- 
stone, NY 
Benton & Bowles, NY 

Y&R, NY 

D'Arcy, NY 

Bermingham, Castleman & 

Pierce, NY 
D-F-S, NY 

Foote, Cone & Belding, Chi 

Y&R, NY 

Leo Burnett, Chi 

Milton Weinberg Adv, LA 

Cunningham & Walsh, NY 

Ceoffrey Wade, Chi 

Bryan Houston, NY 

Compton Adv, NY 

Clinton E. Frank, Chi 

Buchanan, NY 

Russel M. Seeds, Chi 

JWT, NY 

JWT, NY 

McCann-Erickson SF 
Tatham-Laird, Chi 



STATIONS 

CBS 45 

NBC 

NBC 

ABC 55 

ABC 
NBC 

NBC 59 

NBC 25 
CBS 70 
CBS 150 
CBS 60 
NBC 
NBC 
NBC 
NBC 
CBS 

NBC B2 
CBS 

ABC 33 
CBS 130 
CBS 130 
NBC 65 
ABC 55 
CBS 50 
CBS 50 
NBC 
NBC 



PROGRAM, time, start, duration 



Captain Midnight; alt Sat 11:30-12 noon; 11 

June; 12 wks 
Arthur Murray Party, alt T B:30-9 pm; 2B June; 

12 wks 

Make the Connection; summer replacement for 

Justice; Th B:30-9 pm; 7 July 
Penny to a million; Wed 9:30-10 pm; 4 May; 

39 wks 

The Lawrence Wclk Show; Sat 9-10 pm; 2 July 
Colgate Variety Hour; Sun B-9 pm ; 12 June; 55-56 
season 

The Red Barber Show; F following boxing tele- 
cast; 13 May; 50 wks (summer hiatus: 1 July- 
26 Aug) 

Youth Wants to Know; Sun 2:30-3 pm; 15 May; 
16 wks 

Pantomime Quiz; summer replacement for Mama; 

F B-B:30 pm; B July; 8 wks 
Those Whiting Cirls; alt M 9-9:30 pm; 1 July; 

52 wks (after 3 Oct I Love Lucy) 
The Bob CrosDy Show; alt F 3:30-4 pm; 6 May; 

52 wks 

Musical Chairs; summer replacement for Imogene 
Coca; Sat 9-9:30 pm; 9 July; B wks 

Musical Chairs; summer replacement for Imogene 
Coca; Sat 9-9:30 pm; 9 July; B wks 

Midwestern Hayride; 3 out ol 4 F B-B.30 pm; 
8 July 

Musical Chairs; summer replacement for Imogene 
Coca; Sat 9-9:30 pm; 9 July; 8 wks 

Wild Bill Hickok: Sun 11:3Q-am 12 noon; 5 June; 
52 wks 

Caesar Presents; 3 out of 4 wks; M B-9 pm; 4 
July; B wks 

The Julius La Rosa Show; Sat 10-10:30 pm; 9 

July; 13 wks 
John Daly & the News; M, W, F 7:15-7:30 pm; 

4 July 

America's Createst Bands; summer replacement for 
Clcason; 8-9 pm; Sat; 25 June; B wks 

America's Createst Bands; summer replacement for 
Clcason; B-9 pm; Sat; 25 June; B wks 

Do-lt-Yourself ; Sun 7 :30-B pm; summer replace- 
ment for Mister Peepers; 26 June; 13 wks 

Penny to a Million; Wed 9:30-10 pm; 4 May; 
39 wks 

Carry Moore Show; Th '10-10:15 am; 9 June; F 

10:15-10:30 am; 10 June; 52 wks 
Bob Crosby Show; Th 3:45-4 pm; 23 June; and 

T 3:45-4 pm; June 7, 14; 52 wks 
Musical Chairs; summer replacement for Imogene 

Coca; Sat 9-9:30 pm; 9 July 
Arthur Murray Party; alt T B:30-9 pm; 2B June; 

12 wks 




2. Renewed on Television Networks 



SPONSOR 


AGENCY 


STATIONS 


American Tobacco, NY 


SSC&B, NY 


CBS 


B7 


Colgate-Palmolive, Jersey City 


Wm. Esty, NY 


CBS 


B4 


Frigidaire, Dayton 


Foote, Cone, Belding, Chi 


CBS 


54 


Ceneral Mills, Mnnpls 


Wm. Esty, NY 


CBS 


43, 42 


Ceneral Mills, Mnnpls 
Ceneral Mills, Mnnpls 
Pillsbury, Mnnpls 


Knox-Reeves, Mnnpls 

D-F-S, Chi 

Leo Burnett, Chi 


CBS 
CBS 
CBS 


B2 
52 
54 


Pillsbury, Mnnpls 


Leo Burnett, Chi 


CBS 


97 


S.O.S., Chi 
Simoniz Co, Chi 


McCann-Erickson, Chi 
Tatham-Laird, Chi 


CBS 
CBS 


60 
6B 



PROGRAM, time, start, duration 

Douglas Edwards with the News; T, Th 7:30-7:45 
pm; 27 June; after 27 Sept at 7:15-7:30 pm; 
52 wks 

Strike It Rich; M-F 11:30-12 noon; 27 June; 52 

Arthur Codfrey Time; T, Th 10:30-10:45 am; 7 

June; 52 wks 
Barker Bill Cartoon Show; W 5-5:15 pm; 1 June; 

19 wks; F 5-5:15 pm; 3 June; 52 wks 
Bob Crosby; M, W, F 3:45-4 pm; 1 June; 52 wks 
Lone Ranger; Sat 1-1:30 pm; 4 June; 52 wks 
Arthur Codfrey Time; M-Th 11:15-11:30 am: 1 

June; 52 wks 
Arthur Codfrey & His Friends; alt W B:30-9 pm; 

1 June; 53 wks 
Bob Crosby; alt F 3:30-3:45 pm; B July; 52 wks 
Gary Moore; W 10-10:15 am; 1 June; 26 wks 



/t; next issue: \pic and lletietcpd on Radio JSptirarkx ; llroadcasl Industry Executives ; 
.>«»!«• Finns, A<>tr Offices. Changes of Addressi Station Changes ; iSew Agency Appointun'nts 



Byron S. 
Snowden (4) 




N. Dale 
Johnson (4) 




William H. 
Steele (3) 




V Thomas F. 
Maschler (3( 



Howard M. 
Packard (4) 




Stanley 
Rcdpath (3) 
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Lester 

Krugman (4) 




Walter C. 
Willie (4) 




Joseph C. 
Licb (3) 




3. Advertising Agency Personnel Changes 



NAME 



Don R. Cun- 
ningham (3) 



Maidic Alexander 
Donald Anderson 
Harold W. Arthur 
Julian P. Brodie 
Alfred J. Blake 
Edward F. Chase 
Richard Confer 

Don R. Cunningham 
Paul A. Danielson, Jr. 
Willis David 
Cerald P. Dcppe 
Robert M. Dore 
Brooks Elms 
T. Cordon Ferris 
Robert E. Franklin 
Blaisdcll Cates 
Ben Gedalccia 
Robert E. Crove 
Cornelius W. Hauck 
Irving Smith Kogan 
Stanley J. Leifcr 
Joseph C. Lieb 
Mowry Lowe 
Thomas F. Maschlcr 
A. E. McDaniel 
Douglas Meservey 
Lloyd Miller 
Thomas D. Murray 
Edward T. Noll 
Edward T. Parrack 
Robert C. Pearson 
Murray Platte 
M. J. Pulvcr 
W. Stanley RcdDath 
John J. Schneider 
Donald A. Smith 

William H. Steele 
Robert M. Stevens 
James E. Swift 
Charles R. Tanton 
Robert C. Urban 

Lee Wardrip 
Marion Welborn 
Bliss Woodward 



FORMER AFFILIATION 



Ruth Lundgrcn Co, NY, acct exec ) 

Colgate-Palmolive, Jersey City, brand adv mgr 

Acme Feeds, Forest Park, III, sis mgr 

Lewin, Williams & Saylor, NY, vp 

Own publ rels agency 

Harold Cabot Adv, Boston, vp 

Cencral Mills, Mnnpls, sis prom mgr 

Stockton, West, Burkhart, Cin, acct supvr 

Better Living magazine, NY, dir of res 

Wilding Pictures, Chi, script visualization 

Krupnick & Assoc, St Louis, acct exec 

Society of Former Special Agents, FBI, pros 

McCann-Erickson, NY 

Assoc of Canadian Advertisers, vp 

T. W. Moss, Dct, acct opers & creative dir 

Bernard B. Schnitzer, SF 

BBDO, NY, supvr of res 

Ketchum, MacLeod & Crove, Pittsburgh, exec vp 
Cuenthcr, Brown & Berne, Cin, dir of media 
Maubert St. Ceorges, NY, publ dir 
Vitamin Corp of America, Newark, adv mgr 
Biow-Bcirn-Toigo, NY, acct exec 

WEAN, Prov, mgr ( 
H. R. Basford, SF, mdsg & adv mgr 
WBAP-TV, Ft Worlh, Tex, acct exec 
J. Walter Thompson 

Danccr-Fitzgerald-Samplc, NY, res proi'cct dir 

Coca-Cola, NY, vp in chg adv & prom 

WXEL, Clev, prodcr-dir 

Ketchum, MacLeod & Crove, Pittsburgh, vp 

Pearson Adv, Pittsburgh, owner 

Norman D. Waters, NY, media dir 

Calkins & Holden, Chi, acct exec 

Ketchum, MacLeod & Crove, Pittsburgh, vp 

Biow-Beirn-Toigo, NY, acct exec 

Benton & Bowles, NY 

Foote, Cone & Belding, NY, acct exec 
Servcl, Evansville, Ind, gen adv mgr 
MCA, NY, publ dept 
French & Preston, NY, exec vp 

Colgate-Palmolive, Jersey City, gen mdsg mgr, toilet 

articles div 
Ross Roy, Dct 

No-man D. Waters, NY, sec 



MEW AFFILIATION 

BBDO, NY, publ rels dept 

JWT, NY, acct rep 

Erwin, Wasey, LA, sr acct exec 

Same, also creative dir 

Emil Mogul, NY, dir of publ rels dept 

Same, exec vp 

McCann-Erickson, LA, acct exec & mktg serYicei 

specialist 
Earlc Ludgin, Chi, acct exec 
Haroid Cabot Adv, Boston, dir of res 
Ncedham, Louis & Brorby, Chi, tv-art visualizcr 
Weintraub & Assoc, St Louis, exec vp 
Weiss & Cellcr, NY, exec 

Bcrmingham, Castleman & Pierce, NY, r-tv dir 

Robert Otto, NY, vp & dir of Canadian opers 

McCann-Erickson, Clev, acct exec 

Same, vp & gen mgr 

Same, dir of res 

Same, chmn of the bd 

Same, also vp 

McCarthy Co. Adv, NY, dir of publ 

Fiore & Fio'c Adv, Jersey City, dir of mktg & mdsj 

Same, vp & acct supvr 

Bo Bernstein Adv, Prov, vp in chg of r-tv 

Earle Ludgin, Chi, acct exec 

Clenn Adv, Ft Worth, acct exec 

Y&R, SF, acct exec 

Same, res dept mgr 

The Gctschal Co, NY, vp & mdsg dir 

Lang, Fisher & Stashowcr, Clev, tv dept 

Same, exec vp 

Van Sant-Dugdale, Bait, copy supvr 
Same, gen mgr 
Earlc Ludgin, Chi, 
Same, exec vp 
Same, vp & acct supvr 

The Lynn Organization, Wilkes Barre, creative dir a, 

acct exec 
Same, also vp 

McCann-Erickson, Clev, acct exec 

BBDO. NY, publ rels dept 

McCann-Erickson, NY, asst dir of mkfg 

J. Walter Thompson, NY, vp & markets dir 

McCann-Erickson, Clev, sis prom & display mgr 
The Caples Co, Adv, LA, mgr 
Same, vp 



creative staff 



Douglas L. 
Smith (4) 



Edward T. 
Parrack (3) 




4. Sponsor Personnel Changes 




NAME 

Richard Berggrcn 
R. M. Blough 
Homer H. Evans, Jr. 
Allen D. Cage 
Chester C. Cifford 

Walter Jeffrey 
N. Dale Johnson 
Michael Kory 
Lester Krugman 
George A. Lee 
loscph H McConncll 
R. James Molloy 
Milton C. Mumford 
Dave Murray 
Howard M. Packard 
Maxwell Silvcrstcin 
Douglas L. Smith 
Byron S. Snowdcn 
W. C. Sugg 
Homer L. Travis 
Leonard C. Trucsdcll 
l-'mcs W. Vccdcr 
Walter C. Willie 



FORMER AFFILIATION 



Stiller-Rouse & Assoc, Beverly Hills, gen mgr 

lames Lees & Sons, Bridgeport, Pa, dir of adv & sis prom 

Schick, Stamford, prcs 



Bristol-Mycis, NY, W Va slsman 

Fmcrson Radio & Phonograph, Jersey City, dir of sis 
Bulova Watch, Flushing, adv dir 
B'istol-Mycrs, NY, LA slsman 
Colg.itc-Palmolivc, Jersey City, prcs 

Lever Bros, NY, vp 

WENS, Pittsburgh, prog dir 

S. C. Johnson & Son, Racine, intcrnatl vp 



Dodge Div, Chrysler, Dct, dir of adv & mdsg, truck; 
Upjohn Co, Kalamazoo, Mich, rcgl sis mgr 



Chicopcc Mills, NY, adv-sls prom mgr 
Toni Div, Cillcttc Co, Chi, W rcgl mgr 



NEW AFFILIATION 



Hoffman Radio, LA, natl adv mgr 
U.S. Steel, NY, Chmn & chf exec officer 
Cencral Dynamics Corp, NY, adv mgr 
Nash Motors, Dct, natl adv supvr 
Avco, Croslcy & Bcndix Home Appliances Div NY, 
prcs 

Kclvinator Div, Dct, vp in chg sis 
Same, Phila, mid Atlantic div mgr 
Same, vp in chg of sis 

Emerson Radio, Jersey City, vp in chg mktg 

Same, E central div mgr 

Reynolds Metals, NY, dir & gen counsel 

Nash Motors, Dct, sis prom mgr 

Same, dir 

Duqucsnc Brewing, Pittsburgh, asst adv mgr 

Same, exec vo & dir 

Clamorcnc, NY, adv dir 

Johnson's Wax, Racine, adv mgr 

Same, asst sis mgr— trucks 

Same, asst dir of sis 

Kelvinator Div, Dct, gen sis mgr 

Zenith Radio, Chi, vp & dir sis 

Lcwyt Corp, NY, natl dir of adv & sis prom 

Same, vp in chg sis 
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SPONSOR 




You know 
what's happening! 



R 



ADIO advertisers and agencies have known for many years 
that WHO, Des Moines, is one of the nation's greatest 
radio stations — the biggest, most popular, most productive 
station in Iowa Radio. 

For the sake of all you successful new TV people, 
that fact helps explain why WHO-TV, in one short year, 
has become one of the nation's top television stations. 

Suggestion: Next time you talk with the wisest "old hand" 
you know in radio or television — ask about WHO-TV. 
Better still, ask Free & Peters! 



WHO- 
WHO- 
WHO- 
WHO- 
WHO- 
WHO- 
WHO- 
WHO 
WHO 
WHO 
WHO 
WHO 
WHO 
WHO 
WHO 
WHO 
WHO 
WHO 
IWHO 
WHO 
WHO 
WHO 
WHO 
WHO 
WHO 
WHO 
WHO 
WHO 
WHO 
WHO 
WHO 
WHO 
'WHO 
WHO 
WHO 



-TV 



WHO-TV 

Channel 13 • Des Moines • nbc 

Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 

Free & Peters, Inc. 
National Representatives 
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Famous on the local scene 




yet known throughout the nation 






Niagara's mighty cataract is familiar to thousands of sightseers. 
However, it is more important locally, for it 
supplies power to nearby communities. 

So with the Storer Stations, The power they project into a 
campaign makes real the slogan "for sales success — 

sell it on a Storer Station." 




"A Storer Station is a Local Station.' 





This is 
San Francisco... 

w here women show no 
inclination lo change ihcir minds 
about one thing. Jane Todd 
has been their favorite local 
women commentator since her 

first rating in 1950. Todav 
her audience is almost double 
her nearest competitor. 






50,000 WATTS 

/{cpresfntt'ri by CBS l{<tili<> 
Spot Sales 



I 

J 

Rayen (center), four Bates execs surround Teddy Snow Crop, Miss Minute Maid: 
(Left to right) Wm. Mussor, Wm. Kearns, Rayen, John Lyden, Thomas Moore 

James Ha yen 

Advertising Manager 
Minute Maid Corp., New York 

W hen Bing Crosby fust bought Minute Maid stock eight years 
ago, lie paid I Or a share for it. Today his $2,000 investment is 
worth close to a quarter million. These figures are just one indi- 
cation of the growth enjoyed by the leader in the frozen juice 
business. From a sales gross of less than S3 million in 1948, the 
firm zoomed to $50 million in 1954. From December 1951 onward. 
Snow Crop sales fas an owned division of Minute Maid) will have 
to be added to the over-all sales. 

"Our advertising has been an important factor in the firm's 
growth." sa\s Jim Ha) on, Minute Maid ad manager since 1949. 
"The big share of our budget this )ear is in spot tv. However, with 
the addition of the Snow Crop line, we ma; some day find it eco- 
nomical to sponsor a network show and rotate commercials on it." 

At the moment, Hayen is supervising three distinct advertising 
campaigns: one for Snow Crop orange juice and frozen vegetables, 
one for Minute Maid (through Ted Bates) and one for lli-C 
I \ ia J. H. l'ershall, Chicago). His 1955 ad budget: S3 million. 

"Though it's a little unusual in the food business for one coin- 
pain to June competing brands." Rayen told sponsoh, "in practice 
it works out no different!) than cigarette company advertising. Even 
before we bought Snow Crop, we used to make a check on them 
once a \ear. At that time we asked a panel of 2.000 women what 
they thought of Minute Maid and of Snow Crop."' 

Both juices rely principally upon 20-second film commercials and 
magazine advertising for sales. Both juices stress identification of 
die trademark (Mi<s Minute Maid and Teddy Snow Crop) rather 
than personality selling of the products on tv. Both appeal pre- 
dominantly to young housewives with children. The main difference 
in the copv approach is that Snow Crop is sold as the pnlp\ juice, 
whereas Minute Maid stresses a thicker, smoother texture. 

"Frozen foods have just begun to boom,'" says Rayen. (For de- 
tails about Golden Gift chilled orange juice and a new development 
in food packing see 30 Ma) 1955 SPONSOH.) "Today still only 
35 to A(Yi of the public are regular users of frozen orange juice. 
But the \merican housewife has increasingly favored the frozen 
foods industn because of convenience." * * * 
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Narragansett Lager Beer, brewed in one of America's great breweries and largest purchaser 
of New England TV time, is "sold" on WJAR-TV, Channel 10. In addition to sponsoring a 
home-and-away schedule of Boston Red Sox major league baseball games, Narragansett 
has pioneered in spot video by maintaining across-the-board adjacencies to key network 
and live local programming. 

The first King-Size bottle, originated by Narragansett, was introduced in the Southern New 
England market on Channel 1 0 and from then on 'Gansett sales have been just that — King-Size ! 

Client: Narragansett Brewing Company 
Agency: Cunningham & Walsh, New York City 

Represented Nationally by WEED 




Powerful 10 

Providence, 
Rhode Island 





Is a 3iatter of 

Comparison . . . 

In Now York Harbor you need 
the tug, not the liner! And who 
would )ou rather he. David or 
Goliath? It's pretty much the 
same with K5BW-TY. We are 
not the largest market in Amer- 
iea, hut when it gets down to 
"Cost per Thousand", Channel 8, 
with all four networks and a cap- 
tive audience of 102,840 sets 
(plus a large; fringe audience), 
can eertainl) slay the giants and 
nudge the largest liner into her 
berth. Ask your llollingberv rep- 
resentative about our rich Cen- 
tral Coast of California, noted 
for its agricultural output and 
magnificent pla\ grounds. 




CBS, NBC, ABC, DuMONT 



mmi 

mmm flji 

by Joe Csido 

JV/1I5TK Conventions: yon can't afford to miss 'em 

, T threatened, last time out, to indulge in further wordage 
on the l()th annual reunion of the American Broadcasters' 
Mission to Europe. I herehy withdraw that threat. The meet- 
ing convinced me that there is very little a guy can write about 
occasions like this, which would truly interest any large group 
of readers. For a fact, those sessions are highly personalized, 
heavily sentimental get-togethers which doubtless have small 
significance to any hut the parties concerned. 

As long as 1 did start it however, just for the record: Every- 
body showed up excepting Martin Campbell from Dallas, 
Morrie Novik from New York and Jack Alicoate. Hope 
they'll be with us next time around. 

One remark made at the luncheon struck me as particu- 
larly interesting, and worth passing on to this section's steady 
customers: Clair McCollough. who had just returned from a 
whirl around Europe, told us that the commercial tv fran- 
chise holders in England were doing a rushing business. It 
was Clair's guess that if this kept up, it would just he a ques- 
tion of time before all broadcasting, radio and tv, throughout 
Europe, would be able to come out from under government 
domination, and operate on the free basis, with which we have 
been so long blessed. It was Clair's observation, and a proper 
one in my book, that such a development could not fail, 
eventually, to ease world conditions generally. Quite a guy is 
that McCollough. In the most perpetually relaxed, pleasant 
manner he manages to accomplish more than a dozen more 
openly earnest and frantic, gents. As witness the job he, as 
co-chairman with Henry Clay did in putting together what 
was probably one of the most exciting and eventful conclaves 
in broadcasting history in Washington last week (as this is 
written) . 

1 noted in the 30 May issue of st'ONSOK that a number of 
agency ladies and lads had raised their hands and voiced their 
belief that attendance at these confabs is well worth an agency 
man s time. Over more than a decade I have certainly found 
them to bo worth the while of any thinking man in the indns- 
try, in whatever phase he operates. I would consider it more 
wasteful than I can really afford to be, if I didn't toss out 
some observation-' of inv own on the recent Convention. 

For one thing the '55 meeting demonstrated dramatically 
the aggressive, progressive trade press which serves the broad- 
casting business. Sl'ONSOl! sponsored the second annual Tv 

{Please turn to page 70) 
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For The Birds 



We see by The Carrier Pigeon Digest that a 
movement is on wing, underwritten by the Car- 
rier Pigeon Association, to challenge tv. A pub- 
lic relations campaign is to promote the use of 
pigeons for delivery of commercials, on the basis 
of (1) lower cost, and (2) pinker eyes. 

Alert to our responsibilities, we turned the clip- 
ping over to Research. His report follows. 

"Figured this up Army Signal Corps' alley. Sought 
cost data. Contacted Commanding Officer (a 
bird colonel) in Charge of Coops, Signal Corps 
Br., 2d Sv Comd., who refd me to Transportation 
Officer, who refd me to Message Center Mainte- 
nance Officer who refd me to Public Relations 
Officer of QM Depot who refd me to CO. in 
dig of Coops, Sig C Br. (same bird) . Started 
over. Got to Air Force Hq., Pentagon; told info, 
classified. Wrote Congressman. Invited me to 
lunch, next visit to Washington. Wrote Ed., Car- 
rier Pigeon Digest. Had figs finger-tips. Fie 
quotes Sig C. on what it costs to keep one pigeon 
one day: 

Feed _ .23 

Straw _ 03 

Loft rent .._ .10 

Identification bands .008 
Coop maintenance .75 

Overhead (maintain army) 25 1.75 

Depreciation (birds that don't make it) .382 

Bird maintenance (ground crew, bathing, 
clipping, worrying about stragglers) . . 4.73 

Recruiting program for pigeons .13 

Message containers < _____ .01 

261.12 

13 JUNE 1955 



"Throw out the overhead item (gotta have an 
army anyway) anil the maintenance item (ditto) 
and its costs §1.6 1 per pigeon per diem. 

"A pigeon can do 200 miles daily, properly mo- 
tivated. Got to be chauffeured to point of re- 
lease, got to eat and drink en route, and needs a 
night off once in awhile. Assume he works 25 
days a month and he's good for 5000 miles top a 
month. Allow 10c a working day for carfare and 
it works out to about 83c per thousand miles 
worked, give or take an army." — Bruce 

The cost per thousand for WMT-TV can be 
shown to be as low as 72c* It's true that on 
WM F-TV you reach people, instead of travel 
miles, but what's a Research Dept. for, anyway? 

)Yhat about pinker eyes? — Ed. 

Ever see one of our announcer's ryes on a Monday morning? 



WMT-TV Channel 2 100.000 trails 
CHS for Eastern lon-a 

Mail address: Cedar Itapids 
Xatianal Heps: The Kalz Agency 



There are about _s many ways of figuring cost per thousand as 
there arc pigeons and tv stations combined. Be glad to explain this 
one to any, like they say, interested party. 
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a good question 
needs a good answer 



KGUL-TV USED EXCLUSIVELY 




GUIF TELEVISION COMPANY GALVESTON, TEXAS 

REPRESENTED NATIONALLY BY 
CBS TELEVISION SPOT SALES 
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Battle of the tv ians 

Nighttime network lineups will undergo drastic revamping 
in programing next fall. At least 50 show changes set 




re movie promotion will be seen on 90-miunte shows will go on CBS TV. Heavy auto spending this season will 

in coming season. Above, showing To be shown on Saturday nights, they will continue during next with Chevrolel and 

'Disneyland"' underwater movie-making feature Bing Crosby, Nnel Coward, others Ford making new big show purchases 



Jft looks like the battle of the century as the tv networks line up for the fall nighttime 
programing sweepstakes. 

The drastic show changes set for the fall testify not only to the fierceness of the 
competition among the network titan? but to a continuation of the tv network programing 
revolution which began this season. 

With Du Mont assuming the form of a film production outfit, the prime contenders 
have narrowed to three — ABC, CBS and NBC. The former, while making no preten- 
sions to copping No. One place during 1955-56, has gained a place in the sun and intends 
to keep itself under the warm rays. 

Though program lineups are still incomplete, there are already about 50 show 
changes in the three-network picture. This includes new shows — there arc about 35 of 
them — as well as changes in time slotting and program switching from one network to 
another. (See chart on next two pages.) 

Included in these calculations are show changes made late this season. Not included 
are the daytime changes, plans for CBS mid-week spectacular*-, the possibility of NBC's 
Wide Wide World becoming that network's fourth nighttime spectacular and ABC's 
Saturday night lineup, which is completely up in the air at the moment. Further revi- 
sions among shows that now 7 seem set cannot be discounted, either. 

The upcoming lineups involve wrenching changes in which practically complete 
evenings have been revamped. No one is being smug about next season, not even the 
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BATTLE OF THE TITANS ( ctmtinut'tl I 



leader in hillings. The fart that the 
laurel of \ ic tory sits uneasily upon 
the winners head is dramatically 
pointed up In the fact that CBS TV. 
No. One in sales, has blueprinted as 
main changes as ABC TV and NBC 
TV put together. 



FALL TV LINEUP; 1955 

There's big crop of new shows com* 
ing on the networks at night. Here's , 
the picture at SPONSOR'S., presstime 



4 

7:15 



7:30 



7:15 



8 



8:1 i 



«:.I0 



«: i: 



0:15 



!>•:»<> 



10 



10:15 



IO:.'IO 



10: 15 



For example, sweeping upsets are in 
?tore for CBS' Tuesday and Saturday 
night lineups. The only shows that 
remain in the same slots during the 
former time are the Bed Skelton show 
and See It Now and Skelton is in for 
changes in format (for a change). On 
Saturday night Beat the Clock and 
Two for the Money remain in place, 
while the Damon Runyon Theatre also 
stays put hut will he pre-empted one 
week in four by Jubilee, the Ford 
dealers' hour-and-a-half extravaganza. 

jubilee, incidentally, marks the first 
time J. Walter Thompson will gets its 
feet wet in a spectacular. The agencv, 
in its quiet way. had been in the fore- 
front of those resisting the bidding up 
of talent prices by the big shows. 

Heavy type indicates new shows in slot. See footnote. 

Blank means show is not yet set 



SUNDAY 

ABC CBS 



NBC 



You 



Asked 
For It 
>klppy Peanut 
Btr r>h'.. Best 
Foods 
(Julld. Bottom 
Bonflgll 

Uj-L&F 



Pine-Thomas 
Feature Films* 
(Participations; 
sales plan not 
completed) 
7 30-9 

NY-F 



It's a Great 
Lite" 

J.asslc Chrysler. 
Campbell Soup Plymouth Dealers 
lly F BP.no MeCann- 
Hy-F Erickson 



Jack Benny 

alt. with 
Private See'y 
.\nier. Tobacco 
NY -I" BP.DO 



Frontiers* 
(3 weeks In 4) 
Reynolds Metals 
NY-F Seeds 



Pine-Thomas 
Feature Films* 
7:30-9 
(cont'd) 



ToaU of the 
Town 
Lincoln- Mercury 

Dc.ilors 
NY I, K.4K 



ColKate Sunday 
Ur 

(3 weeks In 1) 
CoIr. -Pahnollve 
IIYLAF Ksty 
Spectaculars 

7:30-1) 
(1 week In 1) 
Sunbcmn ; 
Mavhclllne ; 
Louis Howe 
Pcrrln-Paus : 
Gordon Best : 
NY L D-F-S 



Chance of a 
Lifetime' 
Emerson Drug: 
Lentherlc 
NYL L&N: 
CS.W 



Stork Club 
co-op 

NY \, 



(IB Theatre 
General Klertrlc 
NY UK WWW 



Alfred Hitch- 
cock* 
Bristol-Myers 
Y&.R 



TV Playhouse 
Oood.vcnr ; 
Pillion 
(alt sponsors) 
Y&It: 

NY L llutrhlus 



liretik the Bank 

I)...lee 
NY \, (Irani 



Show not 
decided* 
P Lorlllard 
NY-F Y&R 



What's My Liner 
H<-mlnL'tou Hand 
JuW« .\li*itenler 
Y&H. Karle 
NY I. Ludgln 



l*orotta Young 
KUmv 
Procter & (Iambic 
NY V HMl 



Itifb Cuminlngs 

Show 
R J Reynolds 
NY V K»ty 



MONDAY 

ABC CBS 



Kuklft. Frati & 
Ollle 

co-op 
Ch-L 

John Daly. News 

Miles Labs 
NY-L Wade 



Kid film show* 

(tentatively 
Jungle Jim or 
Shrena. Queen of 
the Jungle) 



Doug Edwards 
News* 
Amer Home Prods 
NY-L BB&T 



Robin Hood* 
Johnson & 
Johnson: Wlldroot 
Y&R; BBDO 



Tv Header's 

Plsest 
Studebaker- 
Packard 
NY-L rsr 



Voice of 
Firestone 
Firestone Tire 
NY-L Sweeney 
(slmul) & Jam<*s 



Burns & Allen 
Carnation; 
Goodrlrh 
Krwln. W'asey; 
lly V liBIDO 



Talent Scouts 
CDS Columbia; 
l.tptfm 

Bates: 
NY L YAK 



For Doctors 

Only" 
Clba Pharm. 
Klesewerter, 
Baker, Hage- 
dorn & Smith 
NY'L&F 



I I>ove \Mcy 
Pmcter&C.amhle; 
General Foods 
UB&T; 
HyF Y&R 



December l'.rldo 
General Foods 
NY L BAB 
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Studio One 
Westlnghouso 
MrOann- 
NY'L Krlrkson 



NBC 



Tony Martin 
Assoc. Prods.; 
W'obstei Chicago 
lly-L Grey; 

.1^ \V. Shaw 

News Caravan 
It. J. Reynolds 
NY L Esty 



Sid Caesar 
IS 9; 3 wks In 4) 
Amcr. Chicle; 
HC.A: Speldel 
D-F-S; K&E; 
NY L SSCB 

Producer's 
Showcase 
(Spectaculars) 

H 9:30 
(1 week In 4) 
Ford: HCA 
NY L K&K 



Meiflc 
99:30 
(3 weeks In 1) 
Drnv Cliemlcal 
lly-L MacManus 
John & Adams 



Hubert Mont- 
gomery Presents 

9:3010:30 
S.. C Johnson ; 
Schick 

NL&H; 



NY L 



lv&B 



Robert Mont- 
gomery Presents 
(1:30- 10:30 
(confd) 



From the point of view of all three 
networks, the biggest face-lifting in 
programing will take place on Tuesday 
nights. Like CBS, ABC is doing it up 
big. Undaunted b\ the loss of the 
V. S. Steel and Elgin alternate dra- 
matic hours, ABC is determined to 
make Tuesday one of its best nights, 
is throwing in some of its choicest 
morsels, notably Warner Bros. Pre- 
sents, the second half of which will be 
opposite the Berle-Raye-Ilope parlav 
on ]\BC. Aside from its two 15-mmute 
shows before 7:30, the only ABC show 
which remains pat is Make Room for 
Daddy, the Danny Thomas situation 
comedy. 

NBC's new plans for Tuesday night 
are not as extensive as those of the 



TUESDAY 

ABC CBS NBC 



Kukla. Fran 
& Ollle 

co-op 

Cll-L 



John Paly News 
Tide Water Oil 
NY'-L Buchanan 



Warner Brothers 
Presents* 
(7:30-8:30) 
Liggett & Myers; 
GE; Monsanto 
C&W: Maxon. 
Y&R: NL&B. 
Hy-F Gardner 



Warner Brothers. 
Presents* 
7:30-8:30 
(cont'd ) 



Wyatt Earp* 
Parker Pen; 
General Mills 
Tathnm- Laird : 
NY-F D-F-S 



Doug Edwards 

News* 
Amer. Tobacco 
NY-L SSCB 



Name That 

Tune" 
Amer. Homo 

Prods. 



Dinah Shore 
Chevrolet Plrs 
Campbell- 
IIv-L Kwald 



News Caravan 
R. .1. Reynolds 
JTY- L Esty 



BB&T 



Navy Log* 
Sheaflcr Pen; 

Maytag 
Seeds: MeCann- 
NY-F Erickson 



You'll Never 
Get Rich" 
(Phil Silvers") 
R. J. Reynolds; 
Amana Refrlg. 
Esty: Maury. 
Lee & Marshall 



Milton Berle 
19-13 shows) 
Martha Raye 
(13 shows) 
s 9 

Sunbeam: RCA; 
Whirlpool 
Perrln-Paua: 

NY-L K&E 

Bob Hops 
(6-8 shows) 
Dinah Shore 
(2 shows) 
Chevrolet 
Cainphcll- 
N'Y L Ewald 



for 



Make JWm 
Daddy 
Amer. Tobacco; 
Dodge 

SSCB ; 
NT F Oram 



DuPont Theatre" 
DuPont 

BBDO 



Miss Pepper- 
dine* or 
Joe & Mabel* 
(Sponsorship 
to be set) 



Bed Skelton 
Pet Milk; 
S. C. Johnson 
Gardner ; 
lly K N1.&H 



Fireside Theatre 
Procter & Gamble 
NY-F Conipton 



Armstrong Circle 
Theatre: alt. with 
Pontiac Hour* 
9:30-10:30 
Armstrong Cork ; 
Pontiac 
BBDO; MacM. 
NY-L J&A 



Name's the 
Same" 
Ralston-Purlna 
Guild. Bascom 
& Bonflgll 

NY-L 



The $64,000 

Question' 
Rrvlon Prods. 
NY-L Welntraub 



See It Now 
(Sponsorship 
to he sot) 
NV-UK 



Armstrong Circle 
Theatre : alt. with 
Pontiac Hour" 
9:30- 10:30 
(cont'd) 



Big Town* 
Lever Bros.; 

A C. Spark Plug 
SSCB, McC-E, 
0BM; Brother 

NY-F 



Mti'ers hi nets trows, aho show! which chanec time slots or network. Including now (hows and changes starting late this season. Where aliou'e havo multiple sponsors, agencies nd 



other two networks but about half of 
the lineup will be changed in one way 
or another. Armstrong and Pontiac 
will sponsor alternate dramatic hours, 
leplacing the former's half-hour drama 
show and Truth or Consequences, 
which is being moved to Friday. Fol- 
lowing the Armstrong-Pontiac hour, 
NBC will bring in Dig Town from 
Wednesday. Preceding the new dra- 
matic hour will be Fireside Theatre, 
which will be given a shot in the arm 
by the addition of movie star Jane 
Wyman. While Fireside Theatre has 
not been doing badly — its ratings have 
been running in the 30's — P&G is de- 
termined to build the show to top rank 
and has lavished a lot of time and care 
on it in recent weeks. 



Other nights which will see serious 
alteration are Wednesday and Friday. 
On each of these nights the number of 
changes in programing total no less 
than eight on all networks. 

The broad picliire: Two notable 
developments took place this season: 
the introduction of the lavish hour- 
and-a-half show on a more or less reg- 
ular basis and the tentative romance 
between video and Hollywood, a la 
Disneyland. Next season will see not 
so much a consolidation of these trends 
as a continuation for they may have 
started a programing revolution the 
end of which is not yet in sight. 

The spectaculars appear here to stay. 
(Please turn to page 124) 



DuMOjNT fn'l evening lineup 
at present comprises 
three sponsored shows 

In llie midrtt of a revamping of Ita 
network operation Ilu Mont Is tci-klng 
to sell sponsors on converting* tlirlr 
>lluv«3 to film via tile video-film cam- 
era, the Klcctronlcaiii. If nucccssful, 
I>u .Mont Miows would lend to lie 
placed on a spot ha<.i<* and Its net- 
work character would bo changed. In 
addition to the nighttime show* lifted 
lielow, Dn Mont reports it has hopes 
of .selling four to six more. 



Life Begins at 80. Sundays, 9:30-10:00 
Sponsor. Serutan; Agency. Kletter 
Origination: NY; llvo 
Professional Boxing, Mondays. 9:00 
to conclusion 

Co-op, origination: NT, Hvo 

At Ringside. Mondays, following boxing 

Co-op, origination: NY, live 

Studio 57. Tuesdays. 8:30-9:00 

Sponsor. Heinz; Agency, Maxon 

Origination; NY, live 

What's the Story?. Wednesdays. 8-8:30 

Sponsor, Du Mont Labs; Agency, direct 

Origination: NY. live 

Professional Football, Saturday evenings 

Sponsorship not set 

Origination: various, live 



SDAY 

tS NBC 




dwartfs 
'»• 

Mfg. 
Ltrdgln 



, the 
Chief 
Wihip 

MX) 



Coke Tlmo 
Coca-Cola 
NT-L D'Arcy 

News Caravan 

Plymouth 
NY-li Ayer 



& Hit 

ads 

i 

Co.: 

Motors ; 

lory 

lumbl* 

Ooller; 
Burnett; 
Bates 



Screen Directors' 
Playhouse* 
Eastman- Kodak 
(NY-F JWT 



Father Knows 

Best* 
P. Loriilard 
NY-F Y&R 



Jjnalre 
at* 

Esty 



a Secret 
Uroolds 
Esty 



Kraft Tv 
Theatre 
Kraft Foods 
NT-L JWT 



THURSDAY 

ABC CBS IVBC 



Kukla, Fran 
OUle 
co-op 

Ch-L 



John Daly, News 
Tide Water Oil 
NY-L Buchanan 



Lone Ranger 
General Mills 

(alt. sponsorship 
to be set) 

NY-F D-F-S 



Bishop SheeV 
Admiral 

Erwln, 
NY-L Wasey 



Stop tho Music* 
Quality Jewlrs 

Noeehi 
NY-L Grey 



Star Tonight 
Brlllo Mfg. 
NY-L JWT 



ow Cen- 
\ with 
»el Hr.* 
ileetrle: 
Steol 
. BBDO 



Tbls Is Your 

Life 
Hazel Bishop; 
Procter & Gamble 
Spec tor : 
Hy-L Compton 



Doug Edwards 
News' 

Amor. Tobacco 
NY-L SSCB 



Sgt. Preston 
of the Yukon* 
Quaker Oats 
Wherry, Baker 
NY-F & Tllden 



Wanted* 
(sponsorship 
to be set) 



Climax 
(S weeks In 4) 
Shower of Stars 
CI week In 4) 
8:30-9:30 
Chrysler 
McCann- 
Hy-L Erickson 



Cllmsx: 
Sbower of Stars 
8:30-9:30 
(confd) 



Four-Btar 
Playhouse 
Singer Sewing; 
Bristol-Myers 
NY-F Y&R 



Johnny Carson 
Show* 
ft avion ; 
General Foods 
Welntraub: 
Y&R 



Dinah Shore 
Chevrolet Dirs. 

Campbell- 
Hy-L Ewald 

News Caravan 
R. J. Reynolds 
NY-L Esty 



You 



Bot Tour 
Llfo 
DeSoto Motor 
Dlv., Chrysler 
NY-F BBDO 



Justice 
(tentative) 
Borden Co, 
NY-L Y&R 



Dragnet 
Liggett & Myers 
NY-F C&W 



Ford Thoatro 
Ford Motor 
IsT-F JWT 



Lux Video 
Theatre 
10-11 
Lever Bros. 



Hy-L 



JWT 



FRIDAY 

ABC CBS IVBC 



Kukla. Fran 
& OUle 
co-op 

Ch-L 



John Daly, Newa 

Miles Labs 
NY-L Wade 



Bin Tin Tin 
National Biscuit 
Hy-F K&E 



Ozzle & Harriet 
Hotpolnt (alt. 
sponsorship 
to be set) 
NT-F Msxon 



Treasury Men In 
Action* 
Chevrolet 
Cambell- 
NY-F Ewald 



Dollar a Second 
Mogen David 
Wlno 
Weiss & 
NY-L Gellor 



Tho Vise 
Sterling Drug 
NY-F D-F-S 



Down You Go* 
Western Unlen 
(alt. sponsor) 
NY-L 
Albert-Frank- 
Guenther-Law 



Doug Edwards 

News* 
Pharmaceuticals 
NY-L Kletter 



My" Friend 
Fllcka* 
(sponsorship 
fo be set) 



Mama 
General Foods 
NY-L B&B 



Our Miss 
Brooks* 
General Foods 
Hy-F Y&R 



Crusaders* 
R. J. Reynolds 
NY-F Esty 



Schllto Play- 
house* 
Sthlltz Brewing 
NY-F L&N 



Tho Lineup 

Brown & Wensn; 
Procter A Gainblo 
Bates : 
Hy-F Y&B 



Person to Person 
Amer. Oil Co. : 
Klgln Watch 

Katz; 

NT-L Y&R 



Coke Time 
Coca-Cola 
NT-L D'Arcy 

News Caravan 
Plymouth 
NT-L . Ayer 



Truth or 
Consequences* 
P. Loriilard 
Hy-L L&N 



Life of Riley 
Gulf Oil 
NT-L T&R 



Big Story 
Amer. Tobacco; 

Slmonlz 
NY-L&F SSCB 



New program * 
Campboll Soup 
BBDO 



Cavalcade of 

Sports 
10 pm to concl 
Gillette 
NY L II axon 



Red Barber's 

Corner* 
(10:45 or at 
concl of tight) 
State Farm Ins. 
NY-L NL&B 



SATURDAY 

ABC CBS IVBC 



Beat the Clock 

Sylvanla 
NY-L JWT 



NY 



Stage Show* 
Nestio; 
P&G 
Bryan 
Houston; 
L Compton 



Tho Honey, 
mooncrs' 
Bulck 
NY-F Kudner 



Two for the 

Money 
P. Loriilard 
NY-L L&N 



it's Always Jan* 
(3 wks In 4) 
930-10 
Procter & Gamblo 
Compton 

Jubilee* 
(I wk In 4) 
930-11 
Ford Dirt. 

JWT 



Gunsmoke* 
10-1030 
(3 weeks in 4) 
Liggett & Myers 
C&W 



Damon Runyon 

Theatre 
(3 weeks In 4) 

AnheuierBusch 
NY-F DArcy 



New program* 
Swift 

JWT 



Perry Come* 
Dormeyer: 
lnt'i Ccliucotton; 
Nox2ema Chem. 
J. W. Shaw: 
FC&B: 
NY-L SSCB 



People Are 
Funny* 
♦ -9:30: 3 wks In 4 
Tonl; Paper-Mato 
Burnett. 
Hy-F FC&B 



Jimmy Duranto 

Show 
9:30-10: 3 wk< 
In 4 Texas Co. 
Hy-L lCudnor 



Spectaculars 

9-10:30 
(1 wk In 4) 
Oldjraobllo 
NT-L Brother 



Ororce Gob el 
(3 week* In 4) 
Armour; Pot Milk 
FC&B: 
Ilr L Gardner 



Ynur nit Parade 
Aencr Tobacco; 
Warner Hudnut 
BBDO: 

NT-L K&E 



ler as clients. Originations: NY means New York, Uy means Hollywood, CIl means Chicago. L means live, F means fllnf. All times aro Kaitern Standard. 




On these pages SPONSOR presents the third in a major 
series on the world's largest advertiser and number one air 
media client. SPONSOR had long sought the opportunity to 
analyze Procter & Gamble's radio-tv approach and was 
able to prepare the present series with the aid of interviews 
with company executives, key people in P&G agencies and 
other veteran observers of the broadcast scene. This is the 
first comprehensive treatment to appear in print of the 
current air media thinking of a company which is frequent- 
ly talked about in advertising circles but which is rarely 
quoted on its own philosophy. 




by Herman Land 

JTs the great soap opera edifice that took P&G a gener- 
ation to build on radio and tv beginning to crumble? 

Could this be the real significance of the daytime show 
cancellations ordered by Procter & Gamble for the end of 
this month? 

The king of the serial field is dropping seven soap 
operas — five on radio, two on tv. In addition. P&G 
dropped a video serial in March. 

At mid-season P&G still boasted 12 daytime radio 
strips. With the planned cut, this will be reduced to seven, 
five on CBS. two on jNBC. The winter of 1954-55 that 
saw six tv serials going on tv gives way to a summer with 
three. 

Of the five remaining daytime tv shows, two are not 
serials. And the non-serial category may loom larger in 
the I'&G picture for the soap firm seems to he reacting 
favorably to NBC TV's efforts to push its new daytime 
personality shows. 



Serials dninilling: Tragic mien oj heroine in A /if,' TVs Concern- 
ing \li*s Marlowe, (to left) could symbolize what may be beginning 
of the end oj an era. This is third tr serial dropped by I'LG this 
spring; others are Road of Lite, CHS Tl , Golden W indows, A BC. 
TV, leafing only three. In addition, soap firm has cat its radio 
serial lineup from 12 to seren 

Non-serials : I'&G may buy A BC TVs Tennessee Ernie Uejt), is 
now six>nsoring On Your Account with Dennis James on CBS 
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P&G's network decision? in both daytime radio and tele- 
vision are being watched carefully. But industry prophets 
have not been centering their attention on soap operas as 
such. Rather, guesses have revolved around media values. 

These prophets have been predicting for some time that 
P&G would exit shortlv from daytime radio because of tv 
competition and regard the new cuts as corroboration of 
this theory. And the forthcoming tv slashes as well have 
been viewed by some as evidence that P&G is getting ready 
to depart from daytime U owing to high costs and the 
pressure of nighttime tv on P&G ad budgets. 

What's the real story? At P&G headquarters in Cincin- 
nati, you won't get direct media comparisons — or pre- 
dictions. But general conversations with I'&C executives, 
as well as talks with P&G agencies and the networks, lead 
to the following conclusions: 

1. You just can t sum up P&G's actions with a simple 
explanation. P&G is big and complicated, and so is media 
buying. (Complications involved will be made clear later.) 

2. The dropping of Concerning Miss Marlowe and 
Golden Windows on NBC TV, and of Road of Life on 
CBS TV is not a sign of retreat from davtime television, 
but of dissatisfaction with specific shows. It is further 
evidence that the firm reputed to know more about broad- 
casting than anyone else has not yet found itself so far as 
day time programing is concerned. For all the vast media 
knowledge reposing in the experienced minds and copious 
files on the eighth floor at Sixth & Main in Cincinnati, the 
soap company is to a large extent groping its way, hoping 
in time to find a programing key that will do for it in tv 
what the daytime serial did for it in radio. Whether it's 
soap opera which will be the major programing fare in tv 
only time and the taste of the public will tell. 

3. Radio is looked at today for the effect it provides 
in combination with tv. Tv delivers the "basic"' audience. 
Radio "extends" that audience, not only geographically 
and to radio-only homes, but through the tv-home audi- 
ence as well which is not then tuning to tv. The new 
schedules simply reflect what is primarily a budget adjust- 
ment to the priority needs of the company's new major 
medium. Soap operas as a programing form will probably 
remain basic with P&G on radio despite the cutback. 



P&G SERIES IN BRIEF 



PART 


J 


The reasons behind l'&G's heavy 
plunge into nighttime television 

16 War 


FART 




flow PS.G buys spot, plus analysis 
oj spot's marketing role 

30 May 


PART 


3 


The daytime question P&G's tv 
problems, and function of radio 

13 Juno 


PART 


1 


How P&G gets the most out of its 
seien agencies by careful planning 

27 Juno 









HOW P&G DAYTIME STRIPS ON 

CBS RADIO EXTEND THE FOUR-WEEK 

REACH OF DAYTIME STRIPS ON CBS TV 

In U.S. tv homes 



BRIOHTEB DAY 
CSS-TtUVlStOK 



GUIDINO LIGHT 
C»S- RADIO 



NET BEACH 
3 STRIPS COMSlNtp 



M3 . OF U.S TV HOMES 
J 3 «ptkOdt« 



IS9-. Of US TV MOKES 
4 * 



j»o* o> uj.Tv Hones 

4 I Apttoda* 



Iii total U.S. radio homes 



Da if time tv's future: To P&G's representatives the 
question, "Are you going to drop daytime tv?" seems to 
come as a surprise. The company regards itself as pri- 
marily a daytime advertiser. And a company spokesman 
explains why. "First, daytime tv compared with radio 
has taken the number one media position, as everyone will 
agree. Second, we need daytime advertising for the 
tremendous values it offers.'' 

P&G has already proved to itself from its own experi- 
ence that daytime tv can deliver great audiences. It now 

[Please turn to page 118) 



brighter Day 
CBS-TELEVlSIOK 



SUIOlHO UOHT 
C»i RADIO 



NET REACH 
2 STRIPS COHSINCO 



It 9' Of ALL US R»0>0 HOMES 
3 3 tptoOtn 




14 2". Of ALL US RAOtO HOMES 
\ 5 4 #^«oo«. 



JJ 1'. Of ALL US RA0IO HOMES 
4 4 tpttxut 



SOURCE: CltS Timlin research study has«I on special Nielsen data, 
covering four weeks ending October 23. lfljl 

Radio serial reached 13.9'? oj all tv homes, extending 
Ivory Flakes' tv reach 33.0%. Total tv homes reached in- 
creased from 29.3% to 39.0%. Combination extended 
radio's reach 66.8%, to total of 33.2% oj all radio homes 
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MOHM.NC SQUEEZE 



Morning is spot radio's 
most popular lime pe- 
riod because many 
client- feel it is 
"iv proof."' Hut 
ru-h to mornings 
ignores -onie excel- 
lent buy- at other 
time- of day. Latest 
trend: a re-examina- 
tion of non-morning 
spot radio opportunities 



EST" 



morning-minded 
or open-minded ? 

Typical spot radio buy in 11011-iiioriiiiii;' time 
delivers 10% more homes, 255% lower eost-per-M 



Kadio's weekly audience: Nielsen chart below shows that cumulative audience totals in 
t ,S, radio are highest in afternoons. Evening home figure is 90 ( /o as good as morning level 



j. \. re morning slots the only "best 
buy" in spot radio? 

If you il asked that question of many 
leading spot radio advertisers last 
year, chances are thev d have answered 



ves. 







HOMES 

">,'<, TOTAL 


REACHED 

HOMES '000 


AVG. HRS. LIS- 
TENED PER HOME 
PER WEEK 


TOTAL DAY 


{ ALL HOMES 


90.6^ 


41,527 


17:32 


MORNING 

(6 AM NOON) 


1 A EE HOMES 

{ TV HOMES 
1 K \D10 ONLY 


77.1) 
75. 1 
83.7 


3.1,6"}? 

21,580 
11.098 


7:02 

6:30 
8:17 


AFTERNOON 
(NOON-B PM) 


ALE HOMES 

T\ HOMES 
| HA 1)10 ONLY 


79.0 

75.1 
88.5 


36.217 

2i. iai 

11,731 


7:3.1 

6 :20 
10:12 


NIGHT 

(6 PM MID) 


( ALE HOMES 

T\ HOMES 
RADIO ONLY 


70.0 

62.1 

88.8 


32. 1 1 6 

20.342 
11,774 


6:16 

3:42 
10:43 



Rut in the first half of 1955, "niorn- 
ing-itis"' has been giving wav to a 
more flexible approach. Svmptoms: 

• l'all Mall used to have a blanket 
ruling for its agency. SSCB: "No ra- 
dio after 9:00 a. in.'' This edict is being 
(juietlv dropped: Pall Mall is currently 
edging into late-afternoon and eve- 
ning spot radio. Although SSCB is 
keeping the move under wraps, one 
media man admitted: '"We showed the 
latest evening co**t-per- 1 .000 figures to 
the client. The rest was easy." 

• Pal Blades, which seeks a male 
audience in its steadv spot radio cam- 
paigns, has also scrapped a "mornings- 
only" vardstick. Pal, through BBDO. 
has started to add schedules of spot 
radio announcements adjacent to news 
and sportseasts after 5:00 p.m.. and 
before 7:30 p.m., in a dozen major 
markets. 

• Sun Oil Co.. another male- 
audience->eeking advertiser, has been 
switching its spot radio tactics. The 
newest Sunoco buys, unlike those of 
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last year, have been between 4:30 and 
7:00 p.m. in large Eastern markets, 
through Ruthrauff & Ryan. Reason: 
the large male audience, in and out of 
home, during this lime period. 

• Maxwell House ColTee, one of the 
first major advertisers to move from 
afternoon and evening radio into 
morning slots, has quietly started to 
move back. Though Benton & Howies, 
Maxwell House is current!} picking up 
choice afternoon availabilities in a 
a number of leading cities. As one 
B&B bluer explained it. "It just 
wouldn't make sense to pass up these 
buys." 

• Luft Co.. whose "Tangee"' brand 
is one of the best-known in the cos- 
metic field, is virtually avoiding morn- 
ing radio, except on Saturdays and 
Sundays. Aiming its campaign at 
teen-age girls, Luft has begun buying 
afternoon participations in well-rated 
d.j. shows between 3:00 and 7:00 p.m. 
The campaign, through Warwick & 
Legler. cov ers some 12 markets. 

• There are others. Winston Cig- 
arettes, through William Esty, has 
been scouting for non-morning slots 
with a big out-of-honie audience. 
Whitehall Pharmacal. Ion": a niorninss- 
only client, has been scouting night- 
time availabilities. The big auto mak- 
ers who use spot radio — Ford, Chev- 
rolet, Pontiac, Dodge, Nash. DeSoto — 
now hop around all over the da\ with 
saturation spot campaigns. Herbert 
Tareyton now buys spot radio "be- 
tween 6:00 a.m. and 11:00 p.m." Le- 
ver's Surf will soon be sold via after- 
noon participation programs, as well 
as with mid-morning spot schedules. 
Bromo-Seltzer. after an 18-month 
hiatus, has returned to afternoon and 
evening radio. 

Why the switch? 

By checking closely with a number 
of top agency buyers, SPONSOR quickly 
found the real reason. 

It's not a sudden change, either in 
buying philosophy or in the status of 
radio, buyers report. Rather, it's a 
gradual realization on the part of ad- 
vertisers and agencies that spot radio 
availabilities must be evaluated in 
terms of what they are delivering for 
how much money — not just looking to 
see if the slot is opposite a big tv show. 

".Voii-iiiorniiKr" t'filiH'x: That non- 
morning spot radio often offers plenty 
of value for the advertising dollar is 
no secret lo most timebuyers. 



"hi radio toda) joure dealing with 
more specalized audience segments. If 
you buj earl\ -morning radio, you re 
getting an audience loyal lo the early- 
morning personalities — a 'fan' audi- 
ence/' said J. Walter Thompson's 
Anne \\ right. "In order lo reach a 
broader lislenership, its sometimes 
wise to consider other personalities.' 

Added Foole, Cone & Belding media 
strategist Art Pardoll: "We've found 
lhat nighttime radio can be a terrific 
buy, either on a saturation plan or 
even with a halMiour program. There 
are loo main variables in advertising 
to generalize about stations or times." 

On ihe other side of the buyer-seller 
fence, reps share the same view. 



"It's been tough to sell non-morning 
radio for the past three or four years.'' 
said a Blair v.p. "A client looks at 
radio. He sees plenty of tv competition 
at night, practical!) no tv rivalry in 
the morning. Therefore, he feels, 
morning is the only buy. And his 
thinking can easily stop right there." 

'"When you're up against "the morn- 
ing mind' there's very little you can do 

except to keep hammering away 
with facts," added Free & Peter's 
Frank Woodruff. 

By spot-checking reps, sponsor 
came up with a sample of the kind of 
factual values that are being offered lo 
clients in non-morning radio today. 
(Please turn lo page 82) 



AUDIENCE COMPOSITION BY HOURS OF THE RADIO DAY 

Bars in chart below show how many listeners there are for every 100 listening homes. 
Divisions in bars show how audience is divided between men, women, teenager- and 
children. Prepared by Blair rep firm from Pulse winter 1931 data, chart reveal< that 
advertisers can often pinpoint an important audience segment at lower eost onKide of 
client-crowded morning radio hours. Nearly twiee as many men are listening to radio 
at 6:00 p.m. as compared to 8:00 a.m., for instance; level of women listening at 8:00 p.m. 
is 90% as good as level of women dialing al 9:00 a.m. Sets-in-ust; are below chart bars. 




AM 6 



Sets in use 



9 * 0 m. IV I I II ■ A a " 3 P * O 5» >SJ I I ' 

8.4 18.7 20.8 21.5 23.5 22.3 20.8 20.8 20.3 20.3 20.2 19 9 20.9 215 21.0 20.4 17.2 II. 0 
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Radio Gets Results contest provides portrait of 
local-level radio's ability to sell range of products 

Ow of the best indications of yvliere radio stancK today in its ability to 
I] the American consumer is piwided in R \B's Radio Gets Results contest. 
President Kevin Sweeney's hard-hitting RAB has amassed documentation 
of radio impact in the form of localdcvel case histories covering 13 
categories of advertisers, sponsor presents condensed versions of the 
13 first-prize -winning entries in this article, six starting on these pages and 
seven to follow next issue (27 June). The contest was under the 
-upervision of R. David Kimble as director of the local promotion department 
(he now directs the newly-created local sales and service department). 




KEVIN SWEENEY 

KA H president 



It. DAVID KIM1II.E 

H.IB Ini-iil snlea director 



PART ONE 



OF TWO PARTS 



Local radio's strength: 
the cash-register proof 

Waul ;in answer to the man who savs "the dealers 
demand lv"? These ease histories show what radio ean do locally 



H here's one thing and one tiling 
only I lint makes an advertising medium 
glamorous." the owner of a New York 
radio-tv appliance store recently told 
SPONSOR. '"Sales, sales and more 
sales!" 

Case histories from local dealers all 
over the country submitted to the third 
annual RAB Radio Gets Results contest 
indicate that radio is definitely con- 
sidered a ''glamorous'' medium at the 
retailer level by those who know how 
to use it. Each year RAH awards 
prizes to local-le\el advertisers who 
use the facilities of its various member 
stations throughout the country . The 
yardstick: sales success. This year well 
over 300 entries poured in. a large 
number since each entry had to be 
fully documented. 

I bese RAM contest entries analyze 
the radio techniques used by local re- 
tailers lo xll such widely divergent 
products as S<'!,500 homes; electrical 
appliances; shoes; banking services; 
furniture in short, virtually every 
type of ser% ice and product people bu\ 
from local dealers. 

General!}, the winning sponsors had 
ceiiaiu basic strategics in common: 
(1)1 hev used higher frequency sched- 
ules than winners when the contest be- 
gan three years ago. (2) Letters from 
the local dealers showed that they re- 
lied greatly upon station management 
to advise thcni on effectiye schedules. 



(3) Usually, station personalities or 
announcers ad-libbed the sponsor's 
message; frequently the commercial 
was written by the station staff. 

There were 13 first prize winners, 
one each in 13 business classifications: 
apparel — Cv's Campus Sport Shop, 
which used KOFE, Pullman, Wash.; 
appliances Caprino Television & Ap- 
pliance Co.. WJTN. Jamestown. N. Y.; 
amusements — Super Music Enter- 
prises, WWDC. Washington. 1). C: 
automotive -Gardner Buick. WEMP, 
Milwaukee; department, dry goods 
and variety stores — Linn & Scruggs 
Department Store, W'DZ, Decatur. 111.: 
drug stores and products Cohen Drug 
Stores, WCIIS. Charleston. W. Va.: 
furniture and floor covering dealers 
Standard Furniture Co., WROW, Al- 
bany. N. V.: financial —Shelby Street 
Federal and Loan Association, \\ I BM, 
Indianapolis: grocery stores Zink's 
Supermarket. WSLM. Salem, hid.: 
grocery products B. E. Click & Sons. 
WCAC, Philadelphia; housing mate- 
rials and supplies- -George T. McLean 
Industries. WAVY, Norfolk, Va.: spe- 
cialized services Standard Radio and 
Record Co.. K\A, Seattle, Wash.: mis- 
cellaneous John W. Black. KDKA. 
Pittsburgh. 

RAB had a team of three men, rep- 
resenting spec ialized fields of retail 
business judging the contest entries: 
Louis Geodenough, managing editor of 



Retailing Daily; Roy Miller, editor of 
Food Field Reporter; Edward Krus- 
pak. advertising manager, Automotive 
Xetvs. 

One of the most significant uses to 
which the RAB case histories can be 
put is in demonstrating the impact and 
standing radio achieves on the local 
level. A frequent statement by time- 
buyers and account men who would 
like to see ady erlisers increase their 
spot radio spending is: '"The dealers 
are hypnotized by the glamor of tele- 
vision. What ean yve say ?" 

The ease histories starting beloyy 
provide a well documented answer. 
They are doubly significant because 
they are local. While many a national 
advertiser (as was pointed out in SU'ON- 
soii's All-Media Evaluation Study) 
cannot truly measure results from ad- 
vertising, ibis is seldom the case lo- 
cally. A retailer sees the advertising 
money come back quickly— or else. 

Six case histories appear this issue: 
seyen more will appear in the next is- 
sue (27 June). 

Homes: George T. McLean Industries, 
Portsmouth. \ a., scored with an an- 
nouncement schedule oyer WAVY. 
Norfolk. Va. 

McLean develop? housing and com- 
munity projects, builds homes in a 
market saturated with competition. In 
fact, this corporation estimates that 
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Clothing 



C. J. (Cy) Jacobs (center) owner of Cy's Campus Sport Shop, 
Pullman, Wash., show* sonic of his hast sellers 10 two prospects: 
J. Ronald Bayton (left), pai tner-nianager of KOFE, and John 
Puckett right), commercial manager of prize-winning KOFE 




Homes 



Richard Davis, v.p. and general manager of George T. McLean, 
shown checking shipment of niateiial for a new housing development, 
credits WAVY, Norfolk, \ a., with selling more than 25 
homes at $8,500 each after 17 weeks of advertising at $3,300 




Food 



WCA I", Philadelphia's John Trent (fourth from left) reads a 
first-prize plaque awarded for the B. E. Click & Sons campaign 
on WCAU, as members of Click's Philadelphia distributors, the 
Ceorge S. Washington Co., look on. Left to right: W. E. Vi'roe. 
partner; J. Best; R. E. Ilerbster; Trent; II. A. Washington, partner; 
M. L. Root; W. dell. Washington, also paitner iir Washington Co. 



Records 



Millard Smith, owner of Standard Radio 
and Record Co., Seattle, Wash, (below), 
listens to his own advertising and "Good 
Music" on KXA, Seattle. His hour- 
announcements daily throughout the year 
hi ought him a 30% sales increase and 
a first-prize award in the specialized 
services category of RAB's contest 




Tv sets 



Si Goldman, president of \\ JT\ 
and WJTVFM. Jamestown. V ^ 
(right), tells Joe Caprino, 
owner of Caprino's Tv & Ap- 
pliance Co.. that Caprino earned 
first prize in RAB's contest 
for results from its 50 
announcements weekly 



there are some 75 other builders in its 
area. The $6,000 budget allotted to 
advertising 79 new houses in their 
South Loxley Place development did 
not seem like an extravagant sum. At 
first, the client planned to buy the tra- 
ditional print advertising to sell the 
houses. 

As McLean Industries' Richard Da- 
vis told radio station WAVY: ''When 
you first approached us on using radio, 
you knew how skeptical we were that 



jour medium could sell an expensive 
commodity like an $".500 house in a 
real estate field as highly competitive 
as ours. After 17 weeks. South Loxley 
Place is all sold out. . .' 

McLean invented some S3. 300 on 
WAVY and got $212,500 in housing 
sales as a return. Davis credits \\ AN N 
with selling more than 25 of the 79 
homes that were eventually sold, and 
in less time than had been anticipated 
(Please turn to J>age 110) 
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TV commercial demonstrates what firm couldn't get across in its getting clothes messy, fingers sticky. On a glass pane, girl spreads 
print campaigns: with 5-I)ay pad* you can put on deodorant without "greasy" cream, '"watery" spray deodorants, then dabs on 5-Day 



Brand with 5 strikes against it 

100% lv budget has infused life into 5-Day Deodorant whieli had at 
least five major obstacles to success, including a name 
that discourages frequent repeat sales 



M ill I wo mi miners ago 5-Day Deo- 
dorant was one of those: drug prod- 
ucts in t lie limbo stage: alive but not 
lively. The deodorant induslr\ was 
booming but 5-l)a) was sweating just 
to inch up. What's more the company 
couldn't relate its advertising, pri- 
marily magazine, to whatever growth 
there was. 

Then in the summer of 1953 5- Day 
took a fljcr in network television, 
dumping its whole budget into Break 
ike Bank on \P>C TV. Though the pro- 
gram was hardh a high-powered ve- 



hicle with its summer-replacement 
rating in the mider-20 bracket. 5-Day 
suddenly came awake. It has been put- 
ling all of its budget into television 
e\er since. 

5-Day Deodorant Pads started out 
with at least five strikes against it: 

1. It was one of a number of prod- 
ucts owned bv Associated Products, all 
of which were suffering such serious 
financial difficulties that a new- man- 
agement bought them out for $750,000. 

2. The new management, namely 
president of the present Associated 



Products, Morris Levinson, had bad no 
prior experience with drug items. (A 
former Wall Street law\er, Le\in*oii 
had been a v.)). at Chicago's Consoli- 
dated Foods ju>l prior to bin ing Chen 
Vu.l 

3. As>ociated Products was a small 
firm, with comparative!) few resources, 
in a field of competitors whose parent 
companies were spending millions to 
promote deodorants as part of a com- 
plete drug line: For example, Carter 
Products' Arrid and lb-istol-Myers' 
Mum plowed back large percentages 
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of sales into advertising, 

4. Several jears on the market had 
done little to popularize the pad deo- 
dorant. There seemed no reason to 
suppose that demand for such a prod- 
uct could he built. 

5. The very name, 5-Day Deodor- 
ant Pads, implied long-lasting proper- 
ties for the product that the firm 
neither could nor wanted to back up. 

Despite these handicaps, 5- Day Deo- 
dorant Pads sales increased 240'> 
since 1948, or 115'"? more than the 
growth rate of the deodorant industry 
as a whole. In 1954, 5-Day had sales 
totalling $3.4 million against $1 mil- 
lion in 1948. The bulk of the increase, 
however, came after network tv was 
used. Sales then went from $2.3 mil- 
lion in 1952 to the current rate of 
about $4 million. 

"Tv has had more to do with our 
sales increases than any other single 
factor." Morris Levinson, 5-Da)'s 
youthful president, told SPONSOR. "Be- 
yond contributing to our sales in- 
creases, the medium also takes the 
place of a sales force in our company." 

Although it had been on the mar- 
ket for some 15 years, 5-Day never 
cut a mark in the deodorant busi- 
ness, until 5- Day's agency, Grey Ad- 
vertising, put the entire advertising 
budget of the firm into a short run on 
network tv. At that time, summer 
1953. the firm put its entire $355,000 
budget into 13 weeks of Break the 
Bank, NBC TV. 

The firm saw an immediate correla- 
tion between sales increases and tv ad- 
vertising. Prior to 1953, 5-Day had 
advertised primarily in national maga- 
zines. In 1951, for example, the firm 
spent $230,000 for advertising — $155.- 
000 in magazines, $41,000 for car- 
cards, $34,000 for spot tv. In 1952, 
5-Day *s entire $195,000 budget was in 
national magazines. Sales were climb- 
ing steadily, but not sufficiently in 
proportion to the increased deodorant 
market as a whole. Nor was it possible 
to trace sales to the advertising expen- 
diture. When 5-Day changed its 
strategy and switched to network tv, 
there was a definite upward curve in 
tv cities compared to markets without 
network tv coverage. 

5-Day was so satisfied with the re- 
sponse the first 13-week network tv 
campaign brought from dealers and 
retailers that the entire 8675,000 ad- 
vertising budget for 1954 went right 
back into network tv. Again the firm 




Speohil promotions, like combination 5- 
Day and Lentheric offer, are pitched on tv 



concentrated on the summer months, 
bought half of the Milton Berle time 
on NBC TV and put in The Arthur 
Murray Party on Tuesday evenings. 
The rtsults w<ere good, and 5- Day ex- 
tended its sponsorship into the fall. 

"In the deodorant business, late 
spring and summer are the promo- 
tional seasons,"' explains Wallace T. 
Drew 7 , 5-Day account executive at Grey 
Advertising. "Actually, sales remain 
fairly stable throughout the year. You 
might say that 60 r £ of the sales are 
made during the summer months. 40',< 
during the cold season." 

Drew is well versed in the idiosyn- 
cracies of the deodorant business. Be- 
fore coining to Grey Advertising in 
August 1954. be was product manager 
for Bristol-Mvers' Mum, one of 5-Da\'s 
top - spending competitors (with a 



budget e.-timated at Si!00.000 for 
1951). 

This \ear. 5 Day is spending at the 
rate of $1.1 million for advertising 
again, all of it in television. On IT 
January 1955. the firm began sponsor- 
ing The Tony Martin Show, NBC TV, 
Mondays 7:30-7:45 p.m.. on a type of 
alternating deal with the Toni Co. Ac- 
tually, it's worked out in such a w ay 
that each sponsor gels a minute of 
commercial time one week, a minute 
and a half the next. 

Except for Break the Bank (which 
had previously been sponsored by 
Mum). 5-Dav s network tv buys have 
been relatively economical "fringe" 
buv s. In the case of The Arthur Mur- 
ray Party, Murray himself pays most 
of the talent costs. leaving the bill for 
time to the sponsor. The show had a 
peak Nielsen rating of 25. 

The Tony Martin Show, right at the 
edge of station-option time like the 
other 15-miiiute song shows, has had a 
top Nielsen of 18 to date. The co- 
sponsorship deal makes this network 
buy equally economical for 5-Day. 
Come summer 1955. the firm intends 
to keep The Tony Martin Show, add 
The Arthur Murray Party as well. 
5-Dav's aim is clearly for spread and 
coverage at the lowest possible expen- 
diture. 

At the beginning of 5-Da)'s tv ven- 
ture the commercial format presented 
something of a problem to the agencv. 
It was felt that 5-Day commercials 
(Please turn to page 78) 
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Monitor: network radio's fiitiiu 



10-houi* weekend show on NBC Radio presents now network formula of ninli i-li 

cumulative ratings at low cost, offer maxiii 




COMMtMC \ l OR-l VClllEF 

JIM FLEMING 



CASI AL COinil'MCATDH 
DAVE GARRO WAY 



NFAVSM \V COMMUN1CATOH 
JOHN CAMERON SWAYZE 



HUMORIST COMMUNICATOR 

HENRY MORGAN 



^/i>tonin<r homes for a* little as 
20c a thousand. 

\nd. lnaximuin advertising flexibil- 
ity . 

I hat, in an advertising nutshell, is 
the basic pitch for NBC Radio's new 
marathon program, Monitor, which 
started yesterday (12 June I with a 
simulcast send-ofl after one of the big- 
gest promotional build-ups in recent 
years including a heavy schedule of 
NBC J \ tune-in announcements. 

The program, which will jump to its 
full 10-hour length on 1*1 June, carried 
a near-sellout crop of blue-chip air cli- 
ents: Chevrolet. Philip Morris. Chese- 
brougli, Grnen. W estern Inioii. RCA. 
Nash. Carter Products, Morton s Salt. 
Goodrich. Nearly SI. 750,000 worth of 
gro>-s business is on Monitor's hooks. 

Listeners who dialed Monitor quick- 
ly realized they were tuning something 
new in the way of network radio en- 
tertainment; il may well set a new 
sales-and-program pattern for network 
radio if the public takes to it. 

Cone was the old concept of quarter 
and half-hour segments, each coinparl- 
rneuted with its own advertiser. In its 
place was a new pattern, hour after 
hour, of commercials in semi-fixed 



by Charles Sinclair 

"positions" of minutes, breaks and six- 
second billboards. 

Gone too was the network program 
philosophy of "specific program types 
in specific slots." 

Monitor's microphones (and, yester- 
day, cameras) ranged freely around 
the world, freed of the clock, pausing 
for pickups at San Quentin Prison, a 
jazz concert at Merinosa beach, an in- 
terview with Martin & Lewis in the 
Calskill "Borscht Circuit.' news re- 
motes from European and Asian capi- 
tals, live tlanee music from Chicago, 
drama at the Pucks County Plav bouse, 
sportscast- from the nation's hall 
parks, and taped ".Monitor Snapshots*' 
such as a Madagascar earthquake and 
the growls of feeding alligators. 

I ntcrspersing this potpourri were 
capsule newscasts, weatheicasts. sports 
results and a series of the quirk pre- 
views of upcoming Monitor events that 
NBC President Pat Weaver calls "for- 
ward indexing." 

Monitor listeners, hour after hour, 
were even where — in homes, driving 
cars, at the beach, in roadside restau- 
rants, at picnic grounds, in boats and 
even in the air. According to a pre- 
liminary guesstimate of NBC Radio re- 



searchers, as many as 10,000,000 peo- 
ple were reached at one time or other 
during the premiere show. 

"No getting away from it," said 
Monitors Director of Operations, Al 
Stern, "there's something for everyone 
in Monitor." 

S'ouier/iiiig for ad men: Monitor com- 
bines a number of advertising appeals, 
just as il blends diverse program ele- 
ments. You II gel as man) reasons 
why Monitor was purchased as there 
are clients in the show. 

sponsor cheeked the program s lead- 
ing clients and agencies, learned: 
• Philip Morris likes principally the 
fact that Monitor is a long, long pro- 
gram (the portion in NBC option lime 
runs 14 hours; the total show is 40 
hours). Radio-tv* ad executive Tom 
ChriKtensen put it this way : "We 
needed a radio vehicle that was so long 
we don't have to worry about conflict- 
ing sponsor identifications wlicn we. 
sell two brands." Alrcadv, the two 
principal Philip Morris products — I'M 
and Marlboro cigarettes- -have been 
scheduled, using 30-seeond participa- 
tions. Other Philip Morris tobacco 
products may be slotted later. Con- 
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"MOMTOH"" AT A GLANCE 

Time: "Monitor" liacl a simulcast '"shakedown" on 12 June, goes to 
full 40-liouis-conlinitoiis length on 18 June. Program will be heard 
on 180 outlets between 8:00 a.m. Saturday and midnight on Sunday. 

Rale**: Minute announcements are §1,000 each during II "network 
option" hoitts. 30-*c<-oud >lot- are S3,000 for a block of font 
per weekend; 6-second billboards are §3,000 f<>i a block of 10. 

Discoum* : Maximum weekly discount i* 10% off for 10 minutes of 
commercials per weekend. Maximum volume discount ; 20% off for 
2o0 minutes a year. NBC Kadio i-. offering what amounts to extra 
33% di-coiint, giving "tliree-for-price-of-two'' before 1 October. 




CttLTt RK COMMUNICATOR 

cmftox fadtjiax 



PARIS COMMLVICATEUR 
ART IUTIIWAI.I) 



SCREW B\LL COMMl \T< A I Oils 
BOB & RAY 



through 



Biou-Beii'n-Ti)igo 



Chicago, 



tracts are 

for PM and Leo Burnett 
Marlboro, 
o Western Union, pioneer Monitor 
advertiser, has its eye on both the in- 
hoine and out-of-home audience to 
Monitor. \VU is using a mixture of 
live and transcribed minute announce- 
ments to plug such summertime tele- 
graph services as vacation monej or- 
ders, wiring ahead for reservations, 
and sending WU wires to the folks 
back home. The order was placed 
through Albert f rank — Guenther Law. 

* Goodrich Tire & Rubber Co., 
through BBDO, is also attracted by 
Monitor's out-of-home potential, but is 
slotting most of its tire commercials 
at times when weekend motoring is at 
its peak — Saturday and Sunday after- 
noon. "A motorist is ver\ conscious of 
the quality and safety of his tires while 
driving. That's the time to sell him,"' 
said a 15151)0 Goodrich account man. 

• Gruen Watch Co. is another adver- 
tiser attracted by the length of Moni- 
tor. The watch firm intends to sell its 
full line of time pieces — high and low- 
priced, men's and women's models — 
with a schedule of "quickie' 1 six-second 

(Please turn to page 104) 



First sale: //. Frank-G. La it ugenry bought "Monitor" for Western I nion. Here, \BC's 
for Bob Pauley, Al Stern ( outer pair I pitch to F-L Chmn. llou ard Calkins, r-tv v.p. Bob Day 




B&M T\ TEST: HOW IT LOOKS THROUGH THE EYES OF THE COMPANY'S SALES V.P. 



SPONSOR asked E. R. Elwell, Burnham & Mor- 
rill's sales vice president, for his analy- 
sis of the tv test in the Green Bay, Wis. 
area. Excerpts from nis comments follow, 
"The products involved are of two character- 
istics, actually requiring powerful adver- 
tising to increase consumer acceptance. B&M 



brick oven-baked beans are the most expensive 
canned beans on the market today, and neces- 
sarily so in view of the character of the 
process and the ingredients involved. 

Now as for actual results, ... we consider 
them outstanding ..." (Full statement in 
text . ) 






sales gain hits 
{ after 18 tv weeks 



Sales at*t*eler«iie with las! halt' May up 328% 



For llir first time in television and trade paper history, sponsor is able to 
report results of a tv test campaign as they happen. SPONSOR recently revealed 
that Burnham & Morrill Co. litul launched a campaign using tv only in a market 
11 here it had never advertised before and it here sales of its oven-baked beans 
and brown bread were low. Objective: to see if tv alone could boost sales. 

This is SPoYsoii's second major series on media. The first uas .spo>,M)k's two- 
year All-Media Evaluation Study (recently published in booh form). The All- 
Media Study explored the role of each major advertising medium, urged adver- 
tisers to lest media. The present B&M campaign is one case of an advertiser 
turning to a media lest in the efjorl to solve a marketing problem. 



j. f tei lo weeks of television, Burn- 
ham & Morrill sale* in the Green Ra\. 
Wis., area have hit a lOOCr. gain over 
the same period in 1954 when no tele- 
\ ision was used. These are the cam- 
paign highlights in tv weeks 17 and \\\ 
(the last half of May). 

|. CURRENT SALES: The last 
half of May saw sales of B&M oven- 
haked heans and hrown bread take a 
tremendous leap over the same period 
last year. Where B&M sold 410 dozen 
cans last \ear. this year s sales were 
1,755 dozen or over four times as 
many. This put the percentage in- 
crease for the period at 32<'!'f. The 
only pre\ ions period when sales in- 
creased at a faster clip was during the 
first half of April when sales were 
370' i up over the previous year. 

(Sales by dozens the first half of 
April this \ear were 1.64-1 compared 
with 350 dozen cans in 1954.) 

In dollars Biirnhain & Morrill took 
in an estimated $4,500 from its sec- 
ond half Ma\ sales this Year compared 
with $1,150 last year (in the televi- 
sion test area ) . 
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It's again the brown bread which 
has made the greatest record of in- 
crease. In the latter half of May last 
year B&M moved no brown bread at 
all into wholesale channels. This year 
it sold 250 dozen cans through the 
broker, Otto L. Kuelm Co. of Milwau- 
kee. (All sales figures referred to are 
on the wholesale level, indicating Move- 
ment to jobbers.) 

If you study the sales figures shown 
for the second half of May in the box 
at right, you'll note that the 18-oz. size 
of B&M beans is accelerating more 
rapidly than the 27-oz. size. This is 
probably a reflection of the high price 
of the product; housewives are condi- 
tioned to paying as little as 10c for a 
small can of beans whereas the 18-oz. 
B&M beans sells for about 25c retail 
and the 27-oz. is a 35c item (or higher 
in smaller stores). 

2. TOTAL SALES: For the entire 
18-week period of television advertis- 
ing (starting 24 January and running 
through the end of May). B&M sales 
are ahead 100.27r. Sales in 1955 to- 
taled 12.454 dozen cans of all test 
products. Sales last year were 6.220 
dozen. 

The only change in marketing tac- 
tics introduced to the area this year 
has been the television campaign w hich 
represents a $12,500 expenditure over 
a 26-week period. The station used is 
WBAY-TV, Green Bay, a Channel 2 
CBS TV affiliate, and the campaign 
consists of six one-minute announce- 
ments weekly; these are main)) aired 
during afternoon time. 

No extra merchandising or other ab- 
normal effort is being exerted at the 
point-of-sale. The campaign was de- 
signed to stand or fall on the basis of 
demand created by television commer- 
cials alone. The commercials are pre- 
pared by WBAY-TV, using copy points 
supplied by B&M and its agency, 
BBDO, Boston. 

3. CLIENT'S OPINION: As pre- 
viously reported. Burnham &• Morrill 
executives at its Portland, Me., head- 
quarters feel that results of the televi- 
sion test thus far have exceeded their 
expectations. SPONSOR asked the com- 
pany to prepare its own analysis of the 
test's significance and E. R. El v eil, 
vice president and general sales man- 
ager, responded with the memorandum 
which follows: 

"At this time, somewhat be)ond the 
half-way mark in the above test, I feel 



that readers of sto.xsok would be in- 
terested in our appraisal of results to 
date. , . . 

"This test was undertaken for the 
obvious purpose of determining the 
actual results of tv advertising under 
known circumstances of existing dis- 
tribution, and estimated appraisal of 
sales possibilities, with adequate ad- 
vertising to the consumer of the char- 
acter involved. The test obv iouslv w ill 
supply the basis for appraisal of the 
power of tv generally in circumstances 
similar to those surrounding the cur- 
rent test. 

"As of this date, readers are of 
course familiar with actual results ob- 
tained, in actual volume and percent- 
agewise. And they would be justified 
in assuming our complete satisfaction 
with the results obtained, justifying 
our advance appraisal of possibilities. 

'"The products involved are of two 
characteristics, actually requiring pow- 
erful advertising to increase consumer 
acceptance. B&M brick oven-baked 
beans are the most expensive canned 
beans on the market today, and neces- 
sarily so in view* of the character of 
the process and ingredients involved. 
Yet full list prices have been in effect 



1955 SALES AFTER 18 
WEEKS OF TV: 12,-454 DOZEN 

1951 SALES FOR SAME 
PERIOD (NO TV): 6,220 DOZEN 

GAIN: 100.2% 





throughout the period of the test, to 
date, in spite of lower prices and vari- 
olic "deals' on competitive brands. 

"The other product — B&M brown 
bread- -is a product little known to the 
consumer, of distinctive character and 
special serving methods, with which 
the average consumer, in the territon 
involved, would not be familiar. These 
(Please turn to page 92 I 



Burnham & Morrill sales 15-31 May '54 vs. '55 



Sales of two sizes of B&M beans and one 
size of brown bread at the wholesale 
level (by dozens of cans)t 



18 oz. 27 oi. broun bread 

vs. '55 '54 vs. '55 I 



AREA A (50-in ile radius 


of Greett 


Bow) 








1 . Manitowoc, Wis. 


20 


20 


15 


15 


0 


0 


2. Oshkosh, Wis. 


0 


60 


0 


15 


0 


0 


3. Appleton, Wis. 


70 


250 


35 


60 


0 


60 


4. Gillett, Wis. 


0 


50 


0 


50 


0 


30 


5. Green Bay, Wis. 


20 


150 


85 


150 


0 


100 


6. Menominee, Mich. 


0 


150 


0 


25 


0 


20 


Totals A 


170 


680 


735 


375 


0 


270 


AREA tt (."JO- 1 00 mile ratlins 


of Green Ran) 






7. Fond Du Lac, Wis. 


0 


30 


25 


25 


0 


0 


8. Stevens Point, Wis. 


0 


130 


0 


50 


0 


0 


9. Wausau, Wis. 


70 


80 


0 


35 


0 


20 


10. Norway, Mich. 


0 


0 


0 


0 


0 


0 


1 1. Sheboygan, Wis. 


■10 


50 


30 


50 


0 


20 


72. Wisconsin Rapids, Wis. 


0 


30 


0 


30 


0 


0 


Totals B 


7 70 


320 


55 


790 


0 


40 


Totals A & B 


220 


7,000 


790 


505 


0 


250 



TOTAL ALL PRODUCTS '54 470 dozen cons 

tTelcVIston campalcn beitan 21 January, 1955 



'55 — 7,755 dozen cons 
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MICHAELS IS .NEWS VETERAN 
KWlZ's one-man news dept., Pat Michaels, 
covered Korea for MBS, other parts of globe 
for NBC, CBS, He plays it for excludes 



How to scoop the field with radio 

Little station in California arouses audience excitement with tabloid 
approach which drives for exclusive*, throws out radio taboos 




"FUM.NO SAUCER" SCOOP 

They said this experimental plane 
would nev( r fly. Before an>one 
eould stop them, Michael* and in- 
ventor took off. Resulting story 
cleared inventor of charges he 
misled investors, made exciting 
listening on KW1Z, >anta Ana 




ATOMIC TESTS SCOOP 

Michaels believes other reporters assumed 
\a\> 
not 
off 

man on board. \l left, Michaels and his tape 
recorder ride line between two ships. Above, 
lie's safely back on deck of another ship 
after helicopter he rode became disabled 



would turn them down, therefore did 
ask to cover recent atomic exercises 
S, California coast, lie was only news- 



I 



Adute.n tihtr must study local radio programing carefully in order to appraise ils 
values nil! find die article starting below fascinating reading. It shows how 
radio ru'irs. ulwn gathered with initiative and impact-creation aforethought, 
cfin built/ rAtiffrnent among listeners. The article, written by Pat Michaels, 
news directot a! KWIZ, Santa Ana, Cal., reflects the increasing importance 
news ii acquiring for stations large and small throughout the United States. 
(si'OMsuli's Rujers' Guide to Radio and Tv Station Programing, recently 
j)iiblis/iCt/, ihdit s that 98% of all radio stations responding have daily news- 
casts uoir. In \95\ 92 r r of respondents reported daily newscasts.) 

ML'dMSOli be!it?ies many more stations can profit from the experience of out- 
Icix tifit- Kll'l'Z which have been using news as a major audience attraction. 
It is for this reason that this article, giving tips on radio ncwsgathering, is 
being published. Admen can aid in the process of stimulating radio stations 
to cover news, particularly local, with imagination and initiative, by indicating 
to stations that they are aware of the impact such a news approach can attain. 
SPONSOR is eager to get and print reactions of admen and station executives 
to news policies like those at KWIZ uhich seek to give radio the excitement 
of a Chicago newspaper school tabloid. 

* * # 

nne-man news staff and pitted him 
against 12 powerful daily newspapers, 
16 radio stations and seven television 
outlets — all of whom considered our 
fast-growing county as part of their 
primary coverage area. And. if 1 look 
a little battered, it's only because 1 
was that single newsman. 

There was only one way a lone 
newsman could handle a situation like 
that — break a few rules. Our rule- 
breaking approach to radio news to- 
day would probably greatly upset the 
equilibrium of the staid minions of 
the Columbia University journalism 
school. But it works! It's a formula 
for success any station in a competi- 
tive market can follow — and win! 

But. first of all, you'll have to lose 
your dignity. 

Only recently, the renowned Jona- 
than Daniels, editor of the Raleigh, 
N. C. News and Observer told the 
American Society of Newspaper Edi- 
tors thai he detested the editorial 
"tendency toward dignity," of news- 
papers today. Radio stations, too, can 
learn from Daniels' remarks. Aren't 
we considered members of the press? 

"I doubt.'' lie said, "that the Ameri- 
can press or the press of ail) other 
country should ever grow dignified. 
1 know that it cannot fulfill its func- 
tion and ever be docile. It is not a 
trade designed for dignity." 
Amen. 

Veteran journalists who remember 
the days of Chicago's fierce tabloid 
battles during the ''roaring Twenties" 
will recall the blazing headlines that 
competed daily. Each paper was much 
the same in content, hut varied only 



ittlc more than a year ago, radio 
KWIZ had but one of its 18 hourly 
newscasts sponsored. Our news de- 
partment was almost non-existant. Our 
newscasts consisted of 9Q c /c wire ser- 
vice copy and lOft rewrites of news- 
paper accounts. 

Boy ! How times have changed ! 

Today, there is only one five-minute 
period that remains unsponsored. Our 
newscasts are comprised of 80% local 
news with 2Q'/< wire service. 

How did we do it? What was the 
magic formula? The answer is easy- 
Tabloid journalism! And to accom- 
plish it, we threw away the book! 

KWIZ has broken practically every 
rule for modern radio reporting. A 
year ago we became competition, and 
we set out to lick, news-wise the 31 
competitors who drew advertising 
inonev and news blood from our lush 
Los Angeles fringe area. We took our 




Award went to Michaels for hi* broadcast* 
Yern Stephens, George Chnla (ahove) give 
Pat Michaels "outstanding citizen" plaque 



in that one, big lead story that almost 
invariably was exclusive. The paper 
with the most imagination-capturing 
headline and story, naturally sold 
more newspapers. And it was a neces- 
sity of newspaper economic life in 
that era to get that daih big exclusive. 

Our news department set as its goal 
at least one, big splashy exclusive a 
day; something no one else had, some- 
thing we could "play" for hours he- 
fore it was picked up, printed or 
broadcast by any of our competitors. 
This would be our story. And we, 
alone, would find it. We didn't care 
if it was a national or extremely local 
story — as long as it affected the peo- 
ple of our coverage area, and as long 
as it captured the imagination of our 
listeners and made them tell their 
neighbors. "Did vou hear what Radio 
KWIZ said today?" 

In order to free myself to hunt down 
these exclusives we threw out one of 
the oldest rules in the radio journal- 
ist's handbook. We later found that 
rule to be a complete fallacv. 

The United Press Radio News Style 
book states, "A really good story must 
be rehandled several times during the 
day and it is his (the news writer's) 
job to dig up an angle which can be 
dressed up as the lead on successive 
stories without distorting the essence 
of the story itself." 

We didn't take the advice. Instead, 
we gave up rewriting, although some 
stories are used hourly and as mam- 
as 18 times in succession. The only 
time we rewrite a story is when new 
facts or developments are brought to 
light. Otherwise it stays the same. 
And we've never had a complaint. The 
repetition of the story, as a matter of 
fact, has had the same listener reac- 
tion success as the Pepsi-Cola ad. It 
gives the story import — drives it home! 

We decided to use every story we 
could lay our hands on locally rape, 
scandal and other items ordinarily 
considered taboo in radio news. 

And. as if this policy weren't enough 
to give deep-throated radio news 
know-it-alls heart spasms, we set a 
policy of using the "flashiest.'" most 
dramatic leads, or opening sentences, 
possible, on each of the news >tories 
we would air. regardless of impor- 
tance. Thus. almo>t e\erv storv could 
be switched around in position on suc- 
ceeding newscasts, ghing the appear- 
ance that the newscast had been 
changed, but still mainatining the aura 
I Please turn to page 88 I 
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WHBQ-TV 



Memphis, Term. 
A General Teleiadio Owned Station 



The Mid-South's 
Most Powerful 
Station 
Leads 

Competition 
In These 

Six Verified Market 
Measurements: 
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in nighttime competitively rated quarter hours from 6:00 
P.M. to sign off. A.R.B. Report of March, 1955. 
Telepulse Report February 1-7, 1955. 



in daytime audience. A.R.B. Report of March, 1955. 
Telepulse Report February 1-7, 1955. 



in national spot advertising. Rorabaugh Report, 1st quarter, 
1955, released April 25, 1955. 



in local spot advertising. Local Air Survey conducted week of 
April 3, 1955. 



in merchandising promotion. Billboard Survey published April 
9, 1955. 



in servicing film commercials. Billboard Survey published 
February 19, 1955. 



Choose your rating service . . . check . . . measure and compare, 
and you will recognize the certified leadership WHBQ-TV has 
attained in less than two years of operation. 
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WHBQ-TV 



Memphis, Tennessee 
CBS and ABC Programs 

Represented by Blair TV, Inc. 
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Those traveling stars: The tv film 
industry continues to update the old 
vaudeville line about '"Have tuxedo, 
will travel.'" There's hardly a major 
t\ film personality who doesn't try to 
squeeze in as many personal appear- 
ances as possible between shooting 
schedules. 

Main of these "p.a.V" follow the 
Hoik wood pattern of a star touring to 
boost a show with the trade. A good 



sample of this came last month at the 
ISARTk convention in Washington, 
where main film personalities — ABC 
Film's Sheena, Guild's Liherace, MCA 
TVs! Guy Loinbardo and others — were 
on hand. 

But the more important side of per- 
sonal visits is concerned with advertis- 
ers tie-ins. particularly at the local and 
regional level. 

One of the most active in this area is 



Ziv. whose film stars- Richard Carl- 
son. Adolphe Menjou. Leo Carillo. Da- 
vid Brian. Ann Baker — are constantly 
on the road, and have made several 
hundred appearanees. 

A typical schedule during a personal 
appearance includes press interviews, 
guest tv and radio appearances, niotor- 
eades identifying the star with sponsor 
and product, tie-ins with eivic groups, 
schools, hospitals, loeal charity drives 
and community projects, and ill-store 
appearances. 

Typieal of such whirlwind visits is 
the one made last month by Adolphe 
Menjou ( Favorite Story) to Columbus. 
Ohio, where for three days be was 
bailed as the ''best-dressed beer sales- 
man in town." The oeeasion : the 50th 




film shows recently made available for syndication 

New or first-tv-run programs released, or shown in pilot form, since 1 Jan., 7955 



Show name 



Syndicator 



Producer 



Length 



No. in series 



Show name 



Syndicator 



Producer 



Length No. in series 



ADVENTURE 



Adventuret of 


Official 


Sapphire Films 


30 


min 


In production 


Robin Hood 












Adventures o( 


Official 


Towers ot London 


30 


min 


In production 


Scarlet Pimper- 












nel 












Captain Gallant 


TP A 


rrantel 


30 


min 


39 


1 Spy 


Guild 


Guild 


30 


min. 


In production 


Jungle Jim 


Screen Gems 


Screen Gems 


30 


min 


1 (Pilot) 


New Adventures 


NTA 


Bernard Tabakin 


30 


min. 


26 


ot China Smith 












Passport to Danger 


ABC Film Synd. 


Hal Roach. Jr. 


30 


min. 


39 


Rln Tin Tin" 


Screen Genu 


Screen Gems 




min 


5 


Sheena. Queen of 


ABC Film Synd. 


Sharpe- Nassour 


30 


min 


26 


the Jungle 












Soldiers of 


MCA-TV 


Revue 


30 


min 


In production 


Fortune" 












Tropic Hazard 


Sterling 


Sterling 


15 


min 


In production 


•Available In markets not currently 


flight by Nabihto 








""Sponsored by 7-1" 


;> in 120 markets. 


but. many arc open 


on 


alternate 


week basis. 



DRAMA, MYSTERY 



New Orleans 

Police Dept. 
Paris Precinct 
Police Call 
Sherlock Holmes 



Bandstand Revue 

Bobby Breen Show 

Stars of the 

Grand Die Dpry 

Ina Ray Hutton 
Story Behind 
Your Music 
This Is Your 



Minot TV 



MPTV 
NTA 



MPTV 



KTLA 
Bell 

Flamingo 

Guild 



Music 



Official 



Minot TV 



Etollo 
Procter 



30 min. 



30 min. 
30 min. 



Sheldon Reynolds 30 min. 



MUSIC 



KTLA 
Bell 

Flamingo 
Guild 

Randall-Song Ad 
Jack Denove 



30 min 
15 min. 
30 min. 

30 min. 
30 min 

30 min. 



26 

39 
26 
39 



6 

I (Pilot) 
39 

I (pilot) 
I (Pilot) 

26 



COMEDY 



SPORTS 



The Goldbergs 
Great Glldersleeve 
Little Rascals 

("Dur Gang") 
Looney Tune! 

You Can't Take It 
With You 



Key to tho City 

Living Past 
Mr. President 
Science In Action 

Uncommon Valor 



Guild 

NBC Film Dlv. 
I nterstate 

Guild 

Screen Gems 



Guild 
NBC TV 
Roach 

Warner's 

Screen Gems 



DOCUMENTARY 



Tv 



Hollywood 

Prod 
Film Classics 
Stuart Reynolds 
TPA 

Genrral 
Teleradio 



Hollywood Tv 

Prod 
Film Classics 
Stuart Reynolds 
Calif. Academy 

of Sciences 
General 

Teleradio 



DRAMA, GENERAL 



30 min. 
30 min 
10 min 
20 min. 
15 min. to 
ono hour 
30 min. 



15 min. 

15 min 
30 min. 
30 min. 



30 mm. 



In production 
I (Pilot) 
22—1 reel 
70—2 reel 
Library 

I (Pilot) 



7 
3 

52 
26 



Jimmy Demaret Award Award 15 min. In production 

Show 

Mad Whirl NTA Leo Sclticr 30 min. 52 

Touchdown" MCA TV Tel-Ra 30 mtn. Approx. 13 

Available with -lull nt full football »easuti. New film curb week. So reruns. 



VARIETY 



2iv 30 min. In production 

"Show ts sponsored by Itiillontlnc In 2i5 mailtcts. Is ntred In total of 201 markets. 



Eddie Cantor 2iv 
Comedy Theatre 9 



Gene Autry — Roy 

Rogers 
Buffalo Bill, Jr. 

Steve Donovan. 
Western Marshal 



CBS TV 
NBC Film Dlv 



WESTERNS 
Republic 

Flying "/ 
Vlbnr 



I hour 

30 min. 
30 min. 



123 

In production 

39 



Dr Hudson'* 


MCA TV 


Morgan K Solnw 


30 


min. 


In production 




Secret Journal 














Celebrity Theatre" 


Screen Gems 


Screen Gems 


30 


min 


None 




Confidential File 


Guild 


Guild 


30 


min. 


In production 




Brother Mark 


Guilit 


Guild 


30 


min. 


tn production 




Hit Honor. 


NBC Film Dlv 


Galahad 


30 


min. 


In production 


Hollywood Preview 


Homer Bell 














Science Fiction 


Ziv 


Ziv 


30 


min. 


In production 


It's Fun To 


Thcatro 












Reduce 


Wrong Numb'rt 


John Christian 


John Christian 


10 


min. 


1 (pilot) 


Life Can Be 


"Vt-ry sIn -if o S 


' rcen (3< m t"fl 


Theatre- " t'llut 


Ullllt fi 


usury. 




Beautiful 



WOMEN'S 



Flamingo 
Guild 



Balsan Produc- 
tions 
Guild 



ABC TV Films Trans- American 



30 min. 
15 min. 
15 min. 



In production 

156 
5 (pilots) 



50 



SPONSOR 



Anniversary of August Wagner Brew- 
eries, the show's local sponsor. 

Menjou was met at the airport by 
AWB President James A men to , 
whisked to the U studios of WBNS-TV 
to do a live commercial for Ganibrinus 
and Augustiner Beers, presented with a 
gold bottle of the former, later enter- 
tained at a compaii) anniversary party. 

Next day, he met the press, was in- 
terviewed on radio, attended an out- 
door party, visited the Lockbotfrne Air 
Base where he m.c.'d a show, returned 
to town to do a tv guest shot on a tv 
news show. 

The following morning Menjou 
guested on a tv cooking show where 
he demonstrated how to make a Cheese 
Fondue (with the sponsor's product), 
attended a style show, toured the fa- 
mous Columbus Zoo (donated by the 
brewery's founder), dined at a party 
in his honor, later crowned Miss Ohio 
Press Photographer at Memorial Hall. 

Wherever he went, Menjou sprinkled 
charm, sartorial splendor, and plugs 
for Gambrinus Beer. Said Byer & Bow- 
man, the brewery's ad agency : 

"Mr. Menjou's appearance created a 
tremendous impact. We are confident 
that his visit will pay off in increased 
good-will and better public relations 
for our client, August Wagner Brew- 
eries." 

Quick etoseups: Bulova Watch deal* 
ers can have a Bob Hope film for free 
this month. The famed funnyman has 
made a set of dealer tv commercials 
for the watch firm's retailers to use in 
local co-op advertising. The films are 
a set of three: a two-minute sketch: a 
one-minute announcement; a 20-sec- 
ond break. Additional promotional 
material, to be used in dealer tie-ins 
with theatres showing Bob's newest 
movie, Seven Little Foys, is available. 
Dealer requests for the free commer- 
cials must be made by 30 June. 
« * » 

The newest t\ film feature packages 
are becoming quite competitive with 
theatrical showings. Late last month. 
WOR-TV, New York took the pick of 
the NTA "Fabulous Forty" package, 
walked off with 11 features. Price: 
$102,000-plus. The films have an av- 
erage "age" of about two years. The 
oldest (Three Husbands) was first re- 
leased in 1950; the newest [The True 
and the False) has yet to go into its 
theatrical release. The films will be 
seen in Million Dollar Movie, the sta- 
tion's successful multi-pla) cinema 
series. * * * 
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JIT STAT*©** 




PRIMARY COVERAGE 
AREA 

Indiana 



If you want to reach the television 
viewers of the South Bend Market 
there's only one way to do it. Buy 
WSBT-TV. This station gives you 
more viewers than all the others put 
together! No other station, UHF or 
VHF, whose signal reaches the South 
Bend Market, even comes close to 
WSBT-TV in share-of -audience. Fur- 
thermore, when you use this station, 
your sales story is presented with a 
clear, interference-free picture. 

* TV Hooperatings, Nov., 1954 for South 
Bend-Mishawaka, Ind, 

* Pulse, Jan., 1955 for the 4 Northern Indi- 
ana Counties of St. Joseph, Elkhart, Marshall 
and Kosciusko. 



A BIG MARKET ... A PROSPEROUS MARKET 

The primary coverage area of WSBT-TV embraces a prosperous 9-county 
market in Northern Indiana and Southern Michigan. The following in- 
come and sales figures show clearly the sales potential of this great market: 

Effective Buying Income . . $1,165,620,000. Food Soles . . $182,091,000. 
Total Retail Sales $783,927,000. Drug Sales . . . $22,930,000. 

Source: Salea Alana/*rnu'nt Surti'y of /ittying Power. 1955. 



WSBT{fl 

CHANNEL 34^^^^^Hjj 



SOUTH 

BEND, 

IND. 

CBS 



A CBS BASIC OPTIONAL STATION 
ASK PAUt H. RAYMER COMPANY • NATIONAL REPRESENTATIVES 

51 



MOVIE 



CRACKERS 



SPONSOR: Radio City Theatre \GENC^ : Direct 

CAPSILE C\sE HISTORY: /. P. Patches, ICTCM! s 
clown, made two live one-miiiule pitches on his 9-9:30 
a.m. Monday through Friday show, offering 12 [Hisses 
to the Martin & Lewis movie, "Three Ring Circus." To 
gel the passes, rietiers had to name the stars shown in 
a clip from the movie. Over 1,100 pieces of mail were 
received in response. 'I he cost for the two announce- 
merits: ■"••80. 



WTf VT\, Minneapolis 



PROGRAM: J. P. Patclic* 



SPONSOR: RaUton Purina 



AGENCY: Guild, Bascom & 
Bonfigii, S.F. 



CAPSULE CASE HISTORY : Guild, Bascom & HonfigW 
ran a test program in the L.A. market for their RalstoiA 
Purina account. Starling in J une 1954 the only adver-\ 
lising for Ry Krisp in Los Angeles was Bandstand 
Revue, screened Sunday evenings over KTLA. At the end\ 
of eight months Ry Krisp sales showed an increase o/l 
90', r. The program was deemed so effective, 10 other 
markets throughout the country are now being serviced.' 



KTLA, Hollywood 



PROGRVM: BaruLtand R<-\uH 



TV 

results 



CARS 



SPONSOR: \Ia\wood-BiIl AGENCY: Carmona & Allm. 

I lollywooil 

C\P>tI,E CW: IHSTOin: The agency miles: "It is 
axiomatic in the retail automotive field that "spots' u ill 
not sell cars. Fortunately, we did not discover this until 
it was loo late. . . . The client hasn't found out to this 
dale thai spots won't work. Probably because lie has 
been too busy counting his profits." (sing only an- 
nouncements on KTTV, the M ay wood -Hell Ford Dealers 
climbed from 2-'>rd in sales in Southern California to 
second. The cost for the nighttime participation is $180 
per week. 



KTT\. I 



PR OGB \ M: \nnomircin.tiN 



M>0\M)i; ; MontL'.iini-rv Ward 



CUM II. ( V^E IIMOin: Having had success with 
television on a special offei oj sci end river sets. Mont- 
gomery l! ord used //• this year for their annual carpet 
sale. Last \ ear's sale u as promoted with broad sides and 
considerable lieu \pir i'r display space. Montgomery H aid 
stores in the aica this year sold over five times the 
amount of the previous yeai s sale. 7 he cost for the 
tinnvitiieemeiits mis *-'fi50, 



kIM.TX. < lii.u, ( ,hf. 



I'ROCR \\l ; \imoiin< i in> nl- 



RECORDS 



SPONSOR: Whiteliouse Co. AGENCY: Parker Adv., N.Y.C. 

CAPSULE CASE HISTORY: Following a series of par- 
ticipating announcements, the Whilehouse Co. received a 
total of 413 leads the first week of their tv campaign for \ 
"18 Top Hits." The second tceek they received 406, the 
third week 466 and the fourth week 389. The total num- 
ber of leads: 1.674. The cost oj their campaign: $32o 
per n eck. 

WCIA-TN, Champaign, 111. PROGRUI: Announcement I 



GROCERY STORE 



SPONSOR: Diamond's. Dept. Store AGENCY: Direct 

CAPSULE CASE HISTORY: Diamond's had used tv for\ 
special promotions, only recently assumed regular spon- 
sorship of Ringo-Bingo at 9:00 p.m. on Wednesdays. 
Thice games are played on each show and three winners 
selected, two by mail and one by phone. In order to 
play, new cards are needed each week. These are free\ 
for the asking at Diamond's stores, but are only given 
on request. Each week 9.000 to 12,000 cards have been 
given out. The cost of the show is SI 25 weekly, plus 
prizes. They give away a minimum of $60 in prizes 
each week. 

KCJB-TA, Minoi. N. Dak. PROGItWI; Bingo Rin#< 



CARS 



SPONSOR: Mihiei Chvuoli-t C... \GK\C\: Direct 

C U'SILE C\SK HISTORY: Live commercials on their 
Friday night \mos "n" Vnrl\ slioiv brings the Milner 
Chevrolet Co. heavy sales. They display two or three 
cars, used and new, during each commercial. One Sat- 
urday they sold all the cars shown the previous night. 
In a two-nceh period they made sides totaling $10,000 
as a direct result of the television advertising. Their 
cost is $198 for each show. 

WSI.ITV. Jack-on, Mi^. PROGR \M: \rai« V \ndj 



We're topping 'em all in saturated San Diego! 




San Diego has more TV homes than 
Denver, San Antonio or Portland, Ore.*! 

We dominate this vast audience 

day and night, month after month (after month)! 

l ake Pulse- 1955: Out of 458 quarter-hour periods, 
KFMB-TV scores 321 wins ! Tops 7 1 % of all the time! 

* Television Magazine, Teh. 1955 



KFMB 



W RATHER- ALVAREZ BROADCASTING., INt 

REPRESENTED I1Y PETRV 




TV 



SAN DIEC.O. (.AUK. 



America's more market 



That's what a growing number^ 
these days. And the place they) 
Dollar for dollar, it turns up 8t% bigg§ 
medium. Where else is it possible fc 
much of his market for so liti 



f the icing and more of the cake, 
'ople seem to want from their advertising 
tiering it is the CBS Radio Network, 
idiences than the next most ejficient 
national advertiser to reach so 




OttnilrH inurrti on trqunt 




In the 
SOUTH'S 



fastest fMMMjf 

market/ 



POPULATION 

1940 88,415 

1953 197,000 j 

RETAIL SALES 

1940 . . $ 20,251,000 
1953 . . . $184,356,000* 



Hie 

figure; 



TACTS 



RANKS 92nd IN EFFEC- 
TIVE BUYING INCOME 

HIGHEST PER CAPITA 
INCOME IN LOUISI- 
ANA 

WORLD S MOST COM 
PLETE OIL CENTER 

CHEMICAL CENTER OF THE SOUTH 

DEEP WATER PORT 

^ 1 o see your s;iles teach 

their greatest heights in 
this tiili pctm-tht'inital 
inaikci, selea WWW TV, 
Baton Rouge's first TV 
station, with highly rated 
network and local shows 
Ironi 5;5f> am to midnight, 

Tom E. Gibbens 
PRESIDENT & Gen. Manager 

Adam J, Young, Jr., Inc. 
National Representative 



'Edit Baton Rouge Pari>h,Survey 
of Buying Power, 1954 




(Continued from page 10) 

be proud that they are in it, I have never heen able to figure 
cut where the dissenters eome from or who listens to iheni. I 
realize of course that not all tv is on an aesthetic level with 
the Elizabethan theater nor is the commercial copy you see 
completely free of tbe blatant or the phony. But by and 
large I think those who have bail anything at all to contribute 
to television in tbe past five or six years can take pride in its 
achievements. Television has given our country tbe fastest, 
most absorbing and widely available entertainment — plus — 
information in the history of mankind. 

It bits provided us with works of art. It has opened new 
avenues of enjoyment. It has made familiar to millions many 
things offered previously only to the few. It can be exciting 
and stimulating and relaxing in the very same evening. 

Moreover it is part of tbe great scheme of things — unparal- 
leled scheme I should say — that has helped create what we 
call tbe American Way. 

Whether your tastes run to tbe "Saint of Bleeker Street," 
the ballet, the news, a quiz or a whodunit, tv provides a 
variety of matter lmeqnnled in tbe annals of show business or 
of publishing. 

The quality of its drama improves daily. The criteria its 
advertising men impose upon both its programing and its 
copy are constantly being upgraded. (Have yon seen recently 
any kines of shows of 1950? Or of film commercials of 
1950? I have!) 

1 don't mean that we should sit hack in the belief that we 

have already fashioned a Television Utopia. How could we? 

Its competitors alone are forcing tv to get better and better. 

Nevertheless, I wish T would read or hear a little more often 

that it's a heck of a fine thing to have around the house. It is. 

* * ★ 



Inciters to It oh Foreman arc tcclconted 

Do you. always agree with the opinions Bob Foreman ex- 
presses in "Agency Ad Libs?" Bob and the editors of sponsor 
would be happy to receive and print comments from readers. 
Address Bob Foreman, c/o SPONSOR, 40 E. 49 St. 




C/uwte£t8 ' 

BATON ROUGE, LA. 
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SPONSOR 



T. I story board 

A column sponsored by one of the leading film producers in television 

S A It It A 





NEW YORK: 200 EAST 56TH STREET 
CHICAGO: 16 EAST ONTARIO STREET 



Here is a new series of 90, 20 and 10-second commercials for Drewrys Beer. Subtle 
selling is the continuity keynote as a slim, trim trio — that really looks the part — 
sings of the product's brewing process . . . the process that produces the brew of 
fine, full flavor and rare enjoyment, but without even a trace of that "full feeling." 
A singing, dancing series that makes friends for Drewrys. Created by SARRA foi 
Drewrys Limited U. S. A., Inc. through MacFarland, Aveyard & Company. 

SARRA, Inc. 

New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 




Camera magic in a simultaneous combination of live action and animation gives 
striking emphasis to the sales features of the new '55 Dodge in this new commercial. 
Headlights, cowl, full vision windshield flash successively into view until the entire 
car is "materialized," seemingly at the announcer's command. Combined camera 
techniques skillfully and dramatically present these features, and the convincing 
voice-over sales message by Rex Marshall completes the sell. Produced by SARRA 
for the Dodge Division, Chrysler Corporation through Grant Advertising, Inc. 

SARRA, Inc. 

New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 




Cartoon animation, live action and mechanical animation aie smoothly combined 
in a new series for Fineline Pencils. The special lead and eraser features of the pencil 
"with the white pearl center" are simply explained in an easy appeal to make viewers 
buyers. Produced by SARRA for the \V. A. Shaeffer Pen Company through Rnssel 
M. Seeds Co., Inc. 

SARRA, Inc. 

New York: 200 East 5Gt.h Street 
Chicago: 16 East Ontario Street 




The proof of a TV commercial is not how the master print looks in the projection 
room, but how it gets across on home screens. To make sure of brilliant home 
reception from every print made of its TV productions, SARRA has its own espct iallv 
equipped and staffed laboratory for processing TV film. Here SARRA's VIDK-O- 
RIGINAL prints are custom-made. These duplicates faithfully reproduce the sparkle 
and clarity which twenty years of experience in advertising production put into the 
original film. Thus the advertiser is assured that every time, on every screen, his 
commercial will give a fine performance. 

SARRA, Inc. 

New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 
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CAPITAL TYPES * 3 




THE TOP BRASS 

Mi sses the Old Outfit, 
especially when the Old 
Hip Wound stiffens up on 
rainy days. Hates civil- 
ian red tape; fights back 
with requisitions. 

In the Washington area, 
advertisers commanding 
the biggest audiences 
use WTOP Radio. WTOP has 
(1 i the largest average 
share of audience (2) the 
most quarter-hour wins 
< 3 ) Washington's most pop- 
ular local personalities 
find (4) ten times the 
power of any other radio 
station. You too can get 
top sales results with 
Washington's top station. 

WTOP RADIO 

Represented by CBS Radio Spot Sales 



SCC: "Vi'ltv I'm through with hig trishaws" 

Issne: 2 Msi? 1933. page 31 

Subject: Spectaculars: do die? «H? 

NBC President Pat Weaver told the Advertising Club of New 
Jersey recent!) that advertisers who evaluate spectaculars in term* 
of cost -per-1, 000 have missed the point completely. Says Weaver: 
"Spectaeulars were created for different purposes and goals." 

As an indication of the success of the spectaculars. Weaver point- 
ed to the high ratings they had achieved (average Nielsen 41.6) 
and the fact that four out of five of this season s regular sponsors 
have renewed their contracts for the fall. Going on to outline the 
variety of uses sponsors had for them, the NBC president asserted 
that sponsors used spectaculars for their: (I) power to cause talk 
in million of the nation's homes. (2) ability to provide the pres- 
tige faetor among opinion-forming groups, (3) merchandising 
power that is useful in galvanizing a dealer organization. 

Sales power of the spectaculars was pointed up by reference to 
Sunbeam's sale of one million electric fr\ing pans at $25 each, 
largely because of spectacular advertising. The prestige factor, he 
continued, was amply demonstrated by the reaction to the Oldsmo- 
bile-sponsored Babes in Toyland show. "The company received an 
avalanche of mail from viewers . . . with whom Oldsmohile were 
sure they could do business,'' he noted. 

Looking ahead, W eaver listed these three trends of importance in 
manufacturing and marketing: (1) The Incentive System — ever 
higher standards of living and increase in leisure time for all Amer- 
icans, (2) The Distribution System- further growth of the self- 
service element, with the attendant rise in the need of pre-selling 
the consumer, (3) The Production System — the development of 
automation, calling for a new concept of production which would 
do away with seasonal cycles. 

As far as the future of spectaculars is concerned, NBC has an- 
nounced plans for four 90-minute black-and-white summer "spe- 
cials," as replacements for the color spectaculars. The first will be 
Remember — 193<°> on Sunday, 19 June. 

Kndio-tv farm director; he'* the rural 
air Mar 

1 November 1931, page 46 

Importance of farm directors in 
rural air media 

A behind-the-scenes operation of the National Association of Tele- 
vision & Radio Farm Directors, their Professional Guidance Com- 
mittee, benefits advertisers by helping to fill the ranks of the nation's 
farm broadcasters. The committee: handles requests* from both man- 
agement and farm broadcasters in securing jobs; aids in the coun- 
seling of young people on opportunities in the field of farm broad- 
casting; intends to- -compile a list of college- offering radio courses 
and help students and instructors contact NATRFD members for 
advice and information. The committee may also act as a speakers 
bureau to provide informed speakers on rural problems. 

The members of the committee are Chairman Donald A. Tuttlc, 
WGV. Schenectady; Ed Mason. KXXX. Colli), Kan.; Wally Erirk- 
son, KFRE, Fresno; Norm Geron. W1ZK, Springfield. 0.; Homer 
Quann, WSVA, Harrisonburg. Va.; Herman Harney, KFAB, Lin- 
coln. Neb.; Dick Passage, KYAK, Yakima, Wash.; Robert Parker, 
formerly of the University of Connecticut, now moving into RFD 
work in Wisconsin. * * * 




See: 




Issue: 
Subject: 
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SPONSOR 



Nighttime Sock in the Daytime "* 
on UIUUJ-TU, of course! 



• • • 



HOUR OF SHOWS 

WITH 

JOHN CONNOLLY 

12:30 to 1:30 P.M. 
• Monday through Friday 




Chalk up another powerful sales-maker for Michigan's 
First Television Station! 



"Hour of Shows" presents two outstanding productions 
back to back . . . features Dane Clark, Melvyn Douglas, 
Ann Rutherford, Cesar Romero, Marjorie Reynolds 
and other headliners. To add still more glamor, the 
"Hour of Shows" host is matinee idol John Connolly 
who has sung his way into the hearts of hundreds of 
thousands of Detroit-area women. 

Here's the quality, the appeal, the salesmaking sock of 
nighttime programming at daytime rates. Here's where 
your Detroit participation budget belongs. For availa- 
bilities on "Hour of Shows," phone, wire or write your 
nearest Hollingbery office or WWJ-TV direct. 



In Detroit . . . You Sell More on channel 





FIRST IN MICHIGAN » Owned and Operated by THE DETROIT NEWS 

• National Representatives: THE GEORGE P. HOLLINGBERY COMPANY 



NBC Televiiion Networ 
DETROIT 

Associate AM-fM Station 



1955 




CHRIS LYNCH 
Time Buyer 
Ted Bates, Inc. 
says . . . 



With the average family 
income figure at $7,321, 
according to SM 1955, 
that's 3rd in the country, 
WNHC-TV, is unique in 
the New England TV 
market. Converted to 
total purchasing power 
WNHC-TV is in the cen- 
ter of a 6 billion dollar 
market. These facts, and 
there are many more, 
are the reasons I choose 
WNHC-TV for results 
every time. 



Em 



Compare these facts! 

15 County Service Area 
Population 3,564,150 
Households 1,043,795 
TV Homes 934,448 



See Your KATZ Man 

Serving Hartford & New Haven areas 




• 





agency profile 



Robert S. Nyburg 



Nyburg Advertising, Baltimore, Md. 

President 

Most of Bob N) burg's business revolves around America's move 
to suburbia. His agency, Nyburg Advertising in Baltimore, special- 
izes in promoting shopping centers. 

"One of the trickiest problems in shopping center advertising is 
devising ways to use tv and radio to produce the maximum traffic for 
the center," says Nyburg. (He feels that one of his promotions is a 
success when 150,000 customers crowd a new shopping center in the 
first two days of an opening planned and advertised by him.) 

"hi IV we frequently use fashion shows," he told SPONSOR. "It 
may seem strange, but the stores in the center which have nothing to 
do with fashions use these shows for mention of their serviees or 
products with great success. And the cost's low, beeause the station's 
fashion eoninientator coordinates the show. 

"On radio we've used bingo-type programs, with each store in the 
center providing one bingo eard. No one medium alone builds store 
traffie, but tv and radio coupled with a newspaper campaign have 
always produced gratifying sales increases." 

It's difficult to give a formula for the combination of media that 
will successfully increase shopping center traffic, but Nyburg has 
found that his promotions average this tjpe of budget split: news- 
papers, 30%; outdoor, 11%; tv, 35%; radio, 24 r r. That is. 59% 
for the air media, 41% for newspapers and outdoor. 

"One of (lie most interesting phenomena of the shopping centers is 
the fact that it unites qroups of competing advertisers in one over- 
all promotion. In that sense, these promotions bear a resemblance 
to sueh coordinated retailers' efforts as the Chieago State Street pro- 
motions or the New York Fifth Avenue Association's efforts. One 
retailer alone is generally too small to afford all the advertising me- 
dia, but a group together can spend enough to increase store traffic 
for all." 

Nyburg, who began working in advertising at the Katz Ageney in 
Baltimore, has been an agencyman for nearly three decades, exeept 
for five years he spent as a Lt. Colonel in Europe and Africa. One 
thing he learned in the Army he's kept up with: photography. 

"It's my only claim to art," says he self-dcprecat'mgly. "I guess 
we re doomed to having just one artist in the family." 

(Nyburg's referring to his father, Sidney Lauer Nyburg, listed 
in IFho's Who as author of five novels ) * * * 
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HESE ARE THE RAMPARTS WE WATCH, FROM BRUNSWICK, ME. TO PT. JUDITH, R. I. AND BOSTON WEST THROUGH WORCESTER 



WHDH believes in continuing research for 
facts about the listening habits of the ra- 
dio homes in this four-state area, and this 
third area survey conducted by Pulse, Inc., 
brings to 24,600 the number of homes in- 
terviewed in this series of surveys. As each 
survey has been made, we have learned 
from it many hitherto unknown points of 
information about the radio audience. 
In the past, many advertisers have been 
content to accept a city at-home rating as 
a measure of audience. Since the original 
survey —January 1953,— advertisers have 
come to know that the out-of-home listener 
is an important factor in the overall radio 
audience. New Englanders do a great deal 
of their radio listening out of home; driv 
ing to work, to winter resorts and summer 
resorts, for a day at the beach or the lakeg 
or on a picnic. Where they go, they take 
radio with them. 

In this survey conducted by Pulse in Jan- 
uary 1955, WHDH has confirmed the fact 
that the listening audience comprises the 
greatest circulation of any media. As ex? 
plained on the inside pages, the new Cump 
lative Pulse Audience {CPA) percentage^ 
of radio listening in the course of a week 
shows that there are few people not •ex- 
posed to radio. 
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This 3rd annual 
WHDH area survey 
conducted in Jan* of 
1955 by Pulse, Inc. 
not only verifies 
the findings of its 
two predecessors of 
Jan. '53 and *54, 
but it contributes 
further to progress- 
ive research. 



In the first two reports it was proved that: 

Listening habits of people in the outside counties 
differed from those of people in the 5 eounty eity area. 

WHDH's city ratings were direetly projectablc to 
the total area while those of network affiliates were not. 

Audience composition varies when the total audi- 
ence is counted because of the difference between at- 
home and out-of-home audience composition. 

The cumulative weekly audience of individual pro- 
grams on WI1DI1 and other radio stations is from 2.0 
to 8.16 times larger than the average daily quarter 
hour rating. 

NOTE: This information is available in Surveys 1 and 2. 

This 1955 report shows that WHDH has become 
even more dominant in the area. The average quarter 
hour "homes-using-radio" has increased, and the actual 
number of radio homes iu the area has grown from 
1,440,080 in 1954 to 1,490,690 homes in 1955. This 
is an increase of 3.5% or 50,610 homes in one year. 

Among the new features of this report are the Cumula- 
tive Pulse Audience (CPA) — showing the wide scope 
of radio listening. Further, the program preferences 
are shown — indicating the trend of radio listening. 

Additionally, area figures for the 12 midnight to 6 a.m. 
audience arc available for the first time. 



The list of counties below 
are those in the WHDH cov- 
erage area. Those which are 
asterisked are in the Boston 
City area which is part of the 
total area. The total area con- 
tains 1,490,690 radio homes. 

This total 25 county area 

is the most important area of 
the four New England states 
of Maine, New Hampshire, 
Massachusetts and Rhode Is- 
land. It represents 71% of 
the population of the four 
states, according to the 1950 
U. S. Census. It represents 
of the retail sales of 
those four states according to 
Standard Kate and Data Con- 
sumer Markets, 1954. 

We believe that the follow- 
ing information concerning 
this area is of importance to 
all buyers of radio time. 



COUNTY % OF 


INTERVIEWS 


& 


POPULATION 


MAINE 




Cumberland 


3 


Knox 




Lincoln 


Mi 


Sagadahoc 


y 2 


York 


2 


MASSACHUSETTS 




Barnstable 


1 


Bristol 


. 8 


Dukes 


¥2 


* Kssex 


10 


* Middlesex 


21 


Nantucket 


Vi 


* Norfolk 


8 


* Plymouth 


4- 


'Suffolk 


18 


Worcester 


2 


NEW HAMPSHIRE 




Belknap 


Vi 


llillsboro 


3 


Merrimack 


1 


Rockingham 


1 


Strafford 


1 


RHODE ISLAND 




Bristol 


Vi 


Kent 


I 


Newport 


1 


Providence 


11 


Washington 




TOTAL 10O 




UMULAT1VE 



P 



936 out of every 1,000 homes in New England listen tovadio in 
the course of a week. In the 2nd survey of the WHDH area — January 

1954, WHDH had Pulse count the cumulative audience of individual 
radio programs on WIIDH and other stations. 

The figures were so 'significant that in this 3rd Survey — January 

1955, WHDH had Pulse count the cumulative audience on a daily 
and weekly hasis for eight Boston stations and for all radio. In the 
course of a 24 hour day, radio reaches 72.4% of the homes. In the 
course of a week, radio reaches 93.6'/? of the homes in the 25 
county area. 

In comparison with other media, radio suffers when judged only 
by the average quarter hour "homes using radio" figures, or by 
average station quarter hour ratings. In the area report, the average 
quarter hour "homes using radio" figure is 24.4; but the total weekly cumulative audience listening to 
radio is almost 4 times that figure or 93.0. WHDH's average quarter hour rating is 4.3 (die highest 
of any station) but its unduplicated audience rating for the week is 71.2. 

This CPA study is proof that radio time if sold and bought wisely can give almost complete satura- 
tion of an area. 
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There follows the results of the CPA report for the WHDH area: 



HOMES 

RE ACM E O PER WEEK 


STAT 1 ON 


% OF TOTAL 
HOMES PER WEEK 


1,061,400 


WHDH 


71.2% 


997,300 


WBZ 


66.9% 


493,400 


WCOP 


33.1% 


1,056,900 


WEEI 


70.9% 


769,200 


WNAC 


51.6% 


243,000 


WORL 


16.3 % 


116,200 


WTAO 


7.8% 


682,700 


WVDA 


45.8 %> 


1,395,300 


All Radio 


93.6% 



Television has an 89.3% penetration of the 
area, which means there are 1,331,186 tele- 
vision homes. The cumulative Television 
penetration of the total 1,490,690 homes in 
the area is as follows: 



HOMES 

REACHED PER WEEK 

1,283,300 
1,395,300 



o OF TOTAL 
HOMES PER WEEK 



All TV 
All Radio 



86.0% 
93.6% 



WHDH vs. N ITWORK STATIONS 
PULSE OF AREA 7 DAYS — SUNDAY THROUGH SATURDAY 

6:00 AM* — 12 Midnight — January 1955. By Quarter Hour Total Ratings. 
'(Sunday 7:00 AM — 12:00 Midnight) 
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MORNING 
6:00 AM TO 
12:00 NOON 



AFTERNOON 
12:00 NOON TO 
6.00 PM 



EVENING 
6:00 PM TO 
MIDNIGHT 
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MORNING 
6:00 AM TO 
12:00 NOON 
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MIDNIGHT 
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WBZ 
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WEEI 
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WEEI 
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WEEI 
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WHZ 
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WNAC 
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WN'AC 
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WNAC 
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W N.\C It 


WNAC 


0 s 


W"N AC 
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\\*\' \ 


ii H 


WV D A 


1 0 


WVDA 


1 3 


WV 1 > A 


1 2 


WORL 


1.3 


WV1)A||1 


WOKL 
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WOHL 
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0 8 


WOKL 
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S 5 
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WEEI I 


WHDH 


4,1 


WHDH 


3.9 


WHDH 


3 6 


WHDH 


3 2 


WHDH 


3 3 


WHDH 


3.5 


WHDH 
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WHDH 


3 7 
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W'HZ 
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WNAC 


1 K 
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WBZ 


2 0 


WBZ M 


\VV DA 


1 5 


WV 1) A 


1 4 


wv n a 


1 7 


W"V DA 


1 "» 


W V DA 


j ^ 
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PM 
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WHDH 
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13 
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4 1 
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WEEI 
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WEEI 
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WBZ 
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WHDH 


4,3 
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WEEI 


4 1 


WEEI 


3 K 
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wnz 
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WNAC 
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WNAC 
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WNAC 


3 2 
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2 8 


WBZ 1 I 


WNAC 
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WNAC 


2 9 


WNAC 


3 1 


WNAC 


3 It 


WHZ 


2 3 


WHZ 


2 4 


WEEI 


3 0 


WNAC 


2 5 


WNAC 


WV DA 


1 5 


\VV1»A 


1 7 


WVDA 


2 2 


WVDA 


2 2 


WVDA 


2.0 


WV DA 


2. 1 


WVDA 


2 2 


WVDA 


2 1 


«'VD.(| 



6.00 AM 



t> 15 All 



6:30 AM 



6 45 Ail 
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SATURDAY 6:00 Ap 

M t 



7 15 AM 



7 30 AM 



45 AM 



WHpH 


'•A 


WHDH 


1.5- 
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1.8 
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2.1 


wnz 


2 6 


WHDH 


3.3 
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3.8 
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4.0 


WHO. 


WNAC 
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WNAC 
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WEEI 


I 6 


WBZ 


18 


WNAC 
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WNAC 
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WHZ 
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WEEI 
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0 5 


WEEI 
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WNAC 


1 0 


WEEI 
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WEEI 
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2.6 
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0.5 


WOHL 
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WOKL 
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13 


WOKL 
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2 -00 
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5.0 
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4.3 
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4.0 
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wmz 
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\\ EEI 
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WEEI 
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WEEI 
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2.8 
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WEEI 


3 1 


wnz 


2 8 


WBZ 


2 3 


WBZ 


2 3 


WBZ 


2 3 


WBZ 


2 0 


WHZ 


2.3 


WBZ 


2 6 


WBZ 


WOHL 


10 


WVDA 


1 8 


WNAC 


2 0 


WNAC 


2 0 


WNAC 


•• 0 


WNAC 


1 8 


WVDA 


1 8 


WNAC 


2 0 


WNAC 


WVDA 


1 6 


WOHL 


I 6 


WVDA 


1 8 


WV I>A 


I ti 


WOHL 


1 8 


WOHL 


1 6 


WNAC 


r 6 


WVDA 


16 


WVD< 


WN'AC 


13 


WNAC 


1 3 


WORL 


1 3 


WOHL 


1 5 


WVDA 


1 5 


WV DA 


13 


WOHL 


13 


WOHL 


1 0 


worn 



.1 ( 
I 
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6 00 I'M 



6 30 P.M. <i 45 I'M 



00 PM 



7 .30 I'M 



7 45 PM 



WHDH 5.3 WHDH 5.5 WHDH 5.5 WHDH 5.6 WHDH 5.1 WHDH 5.3 WHDH 5.3 WHDH 4.6 



WEEI 
WBZ 
WNAC 
WVDA 



3 8 
8.0 
3 0 
18 



WEEI 
WNAC 
WHZ 
WVDA 



3 6 

2.6 
2.3 
I 6 



WEEI 
WHZ 
WNAC 
WVDA 



3 6 
2 0 
I 5 
1.5 



W BZ 
WEEI 
WN'AC 
WVDA 



2 8 
2.8 
13 
1 3 



WHZ 
WEEI 
WVDA 
WNAC 



2.1 
2.0 
1 8 
1.5 



WHZ 

WEEI 
WNAC 
WVDA 



2.3 
I 8 
I 8 



WEEI 

WHZ 

WNAC 

WVDA 



4. 1 

2.3 
2.3 
1 3 



WEEI 3.8 J 

WNAC 2 3 

WHZ 2.0 

WVDA 1 3 



WFEli 



WNAfl 

WBZ 
WVD.I 



1955 



MORNING 
7:00 AM TO 
12:00 NOON 



AFTERNOON 
12:00 NOON TO 
6:00 PM 



EVENING 
6:00 PM TO 
MIDNIGHT 



1 2 00 N 




SUNDAY 7:00 M 



12 15 I'M 



12 30 I'M 



WHDH 5.8 WHDH 5.6 WHDH 4.8 WHDH 4.S 



WEEI 2 If WKKl 
W'HZ 1 8 WHZ 
WOHL 1 8 WOHL 



2 3 WEEI 2 5 
1 8 WNAC 1 6 



W E EI 

WNAC 



1 8 



I S WVDA 1 6 WVDA 1 6 



WNAC «8 WNAC 1 I WOHl. 1 1 
WVDA 0 8 WVDA 1 1 WHZ 10 



WORL 
WHZ 



1 1 

1 0 



fi 110 I'M 



15 I'M 



30 I'M 



li 15 I'M 



WHDH 4.5 WHDH 5.1 WHDH 4.8 WHDH 48 

WNAC 4.1 WNAC 4 3 WEEI 4.3 WEEI 4 3 

WEEI 3 8 WEEI 4.1 WNAC 3S WNAC 8 3 

WHZ 2.8 WHZ 2 5 WHZ 2 3 W'HZ 2 1 



7:00 AM 


7 15 


AM 


7 :30 A M 


7 45 


AM 


8 09 1 


If . 


W HZ 


i a 


WHZ 


1.8 


W HZ 
WEEI 


1 i 
1 1 


WHZ 
WEEI 


1 3 
1 1 


...Dl| 


1 


WHDH 


0.1 


WHDH 


0.3 


WEKl 


WEEI 




W EEI 


0 3 


WHDH 


0>6 


WHDH 


0.6 


WNAU 


"' 


WNAC 




WNAC 




WNAC 




WNAC 




W'HZ I 


1 11 


WOHL 




WOHL 




WOKL 




WOHL 




WOK J 


1 


WVDA 




WVDA 




WVDA 




WVDA 




wvuj 


1 


1 00 PM 


1 15 


PM 


1 30 1 


M 


1 4Ti 


I'M 


7 fill 1 









WHDH 4.1 

WEEI 2 1 

WNAC 1 3 

WOHL 1 3 

WVDA 1 3 

W HZ 0 8 

7 00 I'M 



WHDH 38 WHDH 4.3 

WKKl 2 3 WEKl 2 0 



WTDA 1 ti WVDA 1 6 

WNAC 1 5 

WOHL 1 3 

WHZ If 8 



WHDH 4.0 WHI 

WKKl 2 3 WKK>| 

WOHL 1 ti 

WHZ 1 8 WVDA 1 8 

WNAC 1 3 WBZ 1.3 

WOHL 1 3 WNAC 1 0 



WN.U 
WOllt 
W BZ I 
WVIW 



7 15 PM 



7:30 I'M 



7 45 I'M 



WKKl 6 6 WKKl 6 8 WKKl B 1 WKKl 5 6 WEKl 

WHDH 31 WHDH 2f8 WBZ 2.6 WNAC 2.8 WBZ 

WHZ 2 3 WHZ 2.1 WNAC 2 5 WBZ 2 8 W.N V 

WVDA 2 3 WNAC 2 1 WHDH 1.8 WVDA 18 ** 



WVDA 18 WVDA 2 0 WVDA 1.0 WVDA 10 WNAC 2 1 WVDA 2.0 WVDA 18 WHDH Lf WVDJ 
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>0 AM TO 1 2:00 MIDNIGHT 
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AM 


1 1 .00 
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AM 


1 1 45 


A If 


*t 
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4.7 


WHOM 
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WHDH 


4.4 


WHDH 


4, "8 


WHDH 
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WHDH 


4.4 


WKKI 


S 9 


WEEI 


8 1 


WKKI 


o . 


WKEI 


JI 0 


WKKI 


r. 7 


WKKI 


5 ' 


WKKI 
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WKKI 


5 I 


4 6 


WKKI 


3 7 


WKKI 


:i 7 


WKKI 


3.7 


WKKI 


a si 


WKKI 


3n 


WKKI 


:i 4 


WHDH 


4.5 


WHDH 


4 a 


WHOH 


4 9 


WHDH 


5.0 


WHDH 


4 3 


WHDH 


4 8 


WHDH 


4 6 


WHDH 


4 a 


3 2 


WBZ 


3 1 


WBZ 


2 H 


WNAC 


3 0 


WNAC 


2 7 


WNAC 


2 H 


WNAC 


2 1 


WBZ 


2 5 


whz 


2 4 


WHZ 


2 4 


W'BZ 


2 7 


WBS5 


2 « 


WHZ 


2 7 


WW/. 


2 2 


WNAC 


2 2 


4 8 


WNAC 


2.4 


WNAC 


2 4 


WUA 
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WVDA 


2 4 


WV1>A 


2 5 


WVIIA 


1 1 


W.VAC 


2 4 
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WVDA 
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1 B 


WNAC 
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WNAC 
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WBZ 
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2.3 
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WNAC 
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WNAC 
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WNAC 
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1 7 


l.« 
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1 3 
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1 3 


WOIIL 


1 6 
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WO 111. 


1 7 
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1 » 


WOHI. 


1.5 


WOKL 


It 


WOHI. 


1 s 


WOIU, 


1 4 


WOIIL 


1 1 


WOlll. 
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WOIIL 


1 J 
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PM 
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WHDH AUDIENCE COMPOSITION 
PULSE OF WHDH AREA— JANUARY 1955 
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In the course of the survey, Pulse, Inc., had a special set of questions: "What is your favorite 
station for — Music — Sports — News — and Drama?"The results of this questionnaire are illustrated in 
the following bar graphs. g. what is youh iavoiuie station ioh : 




WBZ WEEI WNACWVDA WBZ WEE1 WNAC WVDA WBZ WEEI WNAC WVDA V V!; i WBZ WEEI WNAC WVDA 



In three of the four ratcgories, all 2,000 or 100% of the respondents stated a preference. In response to 
the question on drama, only 51,8% stated that they had a favorite station. This could indicate a declining 
interest in this type of programing, a result possibly of the extensive competitive aspect of television pro- 
graming in this field. It would appear that in dramatic programs, sight and sound are preferable to sound 
only. 

Programing of music, news and sports sustains interest. Music appears to be most competitive to TV 
programing; radio news is more immediate and affords belter local coverage; and the limitations of TV 
time and costs have kept sports coverage a major radio feature. 




RATtNGE POINTS— PROJECTED TO RADIO HOMES 
BASED ON 1,490,690 IN WHDH AREA 
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PULSE OF THE AREA 
7 DAYS-SUNDAY THROUGH SATURDAY 

January 1955 12 Midnight to 6 AM 
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WHDH 



50,000 WATTS - BOSTON -850 KC 



OWNED AND 
OPERATED BY 
BOSTON 
HERALD -TRAVELER 
CORP. 



REPRESENTED 
NATIONALLY BY 

JOHN BLAIR 
AND COMPANY 






With each successive report and survey of 
its area, WHDH has striven to discover 
new- factors of radio's listening informa- 
tion which will be of assistance to adver- 
tisers in the allocation of their advertising 
dollars. 

When television first came into the area, 
listening habits changed, but not as dras- 
tically as some predicted. We feel that the 
CPA figure of 93.6% of the homes in the 
area listening to radio in the course of a 
week indicates'that radio is in a very domi- 
nant position. With television penetration 
almost equalling that of radio in this 
twenty-five county area, it is evident that 
both media can exist together. 
Listening habits have changed, and the 
change has benefited the independent radio 
station. No longer do the once-a-week net- 
work shows dominate the radio audience. 
For example, the WHDH two-hour pro- 
grains from ten to twelve noon on Satur- 
day and Sunday have the highest ratings 
of any program on radio — night or day.* 
The radio audience has become more even- 
ly divided in its attention. 
The tremendous number of automobile and 
portable radios still make out-of-home lis- 
tening count for 20% of the total radio 
audience, a most important factor in ra- 
dio's total circulation. 
Last year we predicted that the wrist radio 
would be worn on the opposite arm from 
the wrist watch. In this past year, we have 
seen several tiny pocket radio models with 
just a small button earphone; and only the 
other day we were approached with an eye- 
glass radio, in which the batteries, transis- 
tors and circuit were on the frame of the 
glasses with one of the ear pieces acting 
as an earphone. Truly, radio can go any- 
where, and in these days of nuclear ten- 
sion the portable radio is as important in 
a home as a fire extinguisher and a flash- 
light. 

•This is indeed a revelation of the changing 
concepts of radio programing. 
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CBS 




HAS MOVED 




CHANNEL 10 

PHOENIX 

June 15th was ' M Day" in Phoenix. On 
that day all CBS Television programs 
moved to KOOL-TV. Smart Advertisers 
Moving, Too! In order to obtain maxi- 
mum coverage . . . top adjacencies . . . 
local and national advertisers are also 
moving to KOOL-TV. For information, 
contact your nearest Hollingbery office. 



K00LTV 



Channel 10 




(if 

511 W. ADAMS PHOENIX, ARIZ. 
BASK CBS 
RADIO and TELEVISION 
for CENTRAL ARIZONA 





{Continued from page 2?> i 

Pioneers* dinner, at which an award was made to Presidential 
press secretary Jim Hagerty, and at which George Ahranis. 
advertising vice president of Block Drugs, delivered a most 
meaty message on one major advertisers' views of tv. Broad- 
casting-Telecasting ran a cocktail party to end all same at 
the National Press Club, And The Billboard picked up 
the tab for a Tv Film Panel, which was attended by close to 
300 people in spite of the fact that it was scheduled for 8 a.m. 
of a Monday morning. There aren't many industries in which 
the trade press contribute* so actively and effectively to indus- 
try welfare. 

One boat the XAKTBer* really missed, incidentally, wa> 
that carrying a large list of tv film producer-syndicator pas- 
sengers. It seems to me that with the tremendous amount of 
airtime filled with film these days, with the huge amount of 
advertising dollars spent on tv film properties, the NARTB 
should take special pains to set up one or more substantial 
sessions to help shed light on the many vexing problems faced 
by thi* segment of the industry. 

On the other hand 1 was happy to note the continuing ef- 
forts to organize a tv film industry association. The distribu- 
tors seem to be making real progress in this direction, and 
I'm still hopeful, as I wrote more than six months ago. that 
agencies, advertisers, stations and networks will see fit to 
participate in whatever ways are feasible in such an organiza- 
tion's activities. Surely this segment of the business can u.-e 
all the stabilization it can get. 

In the fuss and furore of the Convention not too many folks 
knew that on Wednesday, the third day of the meetings, one 
of radio's hardest fighters had a heart attack. I'm talking, of 
course, about John Patt of WJK, Detroit. Johnny was taken 
to the hospital Thursday, and I hope by the time this sees 
print, he's back in fine shape again. 

President Eisenhower, it has been noted previously, was 
the first of tin; nation's chief executives ever to address a 
broadcasters' convention. Ike said he hoped future Presidents 
would do likewise, and we think they will. All the dynamism 
and force of this industry is concentrated into a fast few days 
at these meetings, and if you're in any part of this business 
you should make 'em. Why not make a note now to be at next 
year's Convention? 



★ ★ ★ 



SPONSOR 



i 



NATIONAL REPRESENTATIVES 
TV - Of 0 ROE P, HOLLIHaiERY 
RADIO-AM tADK) SALES COMPANY 





STATIONS 



KANSAS CITY: KCMO Radio & KCMO-TV The Katt Agency 
SYRACUSE: WHEN Radio & WHEN TV The Katz Agency 
PHOENIX: KPHO Radio & KPHO-TV The Katz Agency 

OMAHA: WOW Radio & WOW-TV JM&S <° 



Affiliated With Belter HOmeS and fc?' Mogozines 

and Gardens Kirming 
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a forum on questions of current interest 
to air advertisers and their agencies 



Cffii the negative approach in advertising, long strictly 
taboo, he effective in selling a sponsor's product 





NEGATIVE OFTEN A "GIMMICK" 

By Peter S. Cardozo 

Creative Supervisor, Radio & Tr 
Fuller & Smith & Ross, i\ : .Y. 

In the old Ver- 
mont ism, one 
man at a politi- 
cal harangue asks 
another: "What's 
he I a I k i n ' 
about?" The an- 
swer is: "He 
u don't say." And 

ML, . this is the way I 

feel about the negative approach in 
advertising: many times the advertiser 
don't say what lie's talking about. 

No doubt there are instances when 
the negative approach can pay of! 
handsomely. But when banner head- 
lines shout, "Don't read this ad. un- 
less . . ." or "Don't buy this product, 
unless you want the best'' they may 
well attract momentary attention, but 
it lakes more than a skyrocket in the 
sky to sell a sponsor's product. 

The negative approach fast becomes 
"a gimmick" for the sake of "a gim- 
mick." It can hardly be the basis for 
a long-range campaign of selling ships 
or sealing wax. The skyrocket's flare 
dissolves and the public feels cheated. 
W hen Mr. Consumer buys a product, 
based on this type of negative advertis- 
ing, and after trying it comments: "I 
don't think this sealing wax is better 
than any other kind," he feels like a 
football player who has been "sacked 
in ' on an end-around reverse play . . . 
be doesn't like it. 

1 am sure then; are exceptions, like 
H'rer Rabbit pleading not to be thrown 
into the briar patch which was just 
where lie wanted to be thrown, but 1 
am definitely a believer in "accentuate 
the positive." 

In America, we grow up believing. 
By experience we learn to take some 
teaching with a grain of salt, but for 




that teacher (advertiser) who can 
produce an infectious excitement about 
his subject (product), we have open 
minds (and open poekelhooks I . 

"Time now for the commercial" 
means time now for the advertiser to 
convince not con the public. 

YES, IF FRESH AND ORIGINAL 

By Harry /?. Bender 

Copy Chief 
Ketehuni, MacLeod &■ Grove, Pittsburgh 

Almost any ap- 
proach can be 
used effectively if 
it is handled with 
freshness and 
originality. So 
the question of 
whether the neg- 
ative approach 
can be used ef- 
fectively in advertising is one that ad- 
vertising people should be less con- 
cerned about. 

1 think that, generally, there should 
be little doubt as to whether the nega- 
tive or positive approach should be 
used. In most cases, the positive ap- 
proach is obviously stronger. In other 
cases, as least as good a job can be 
done positively as negatively. 

Actually, I'm not always sure what 
people mean by a "negative" approach. 
It's so often a matter of degree. Much 
of our so-called "fear" advertising — 
halitosis. B.O., five o'clock shadow — 
has a tlecided negative flavor to it even 
though it holds out decidedly positive 
benefits. And it scvins to be pretty 
powerful at the cash register. The 
question of whether positive ap- 
proaches could have done even better 
seems academic to me. 

However, there is an area where the 
question of negative vs. positive is 
very much to the point. The primary 
function of some products and services 
is to do away with something that peo- 




ple don't want. For instance, if you 
had to do an ad on the Salk vaccine, 
"avoid polio" would be a might) 
strong approach. 

By the way, would you consider it 
positive or negative? 

NEGATIVE NOTHING NEW 
By Bob Kirschbattttt 

Radio Tr Copy Supervisor 
Grey Advertising, A.I', 

The negative ap- 
proach as an ad- 
vertising formula 
has been used for 
years. It is best 
known and rec- 
ognized as copy 
that de-cmpha- 
sizes the consum- 
er benefit and 
plays uj) the consequences of not using 
the product. 

Today, a new kind of "negative" 
approach has appeared on the scene. 
Perhaps one of the most outstanding 
examples of this modern negative ap- 
peal is the current campaign prepared 
by the Grey account group for Chock- 
full o'Nnts cofTcc: "Don't spend the 
extra money for this coflce — unless 
you're just plain crazy about good 
coflee!" 

Nervy, stark, daring, presumptuous, 
with more than a touch of snob appeal, 
it bits with the impact of a scream in a 
reading room. Here is a campaign 
that dares to tell potential customers 
. . . "Hands oil this product, unless you 
have the sensitivity and appreciation 
for the finer things in life. Everyone 
doesn't, you know!" 

Even when tempered by the gentle 
jingle. "Chock full o'Nuts is the heav- 
enly coffee," this "negative'" little devil 
charges in where angels fear to tread — 
and gets remembered to the hilt. Re- 
call of the jingle is excellent, as is the 
provocative headline. 
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Is this new kind of "negative" ap- 
proach to set a trend? If success is the 
measure, the answer may well he a re- 
sounding "yes." This is by no means 
an unqualified endorsement of the 
negative approach in advertising. Few 
techniques are more delicate!) bal- 
anced in terms of public acceptance. 
Few require a more intimate knowl- 
edge of product, media, market and 
basic human nature. 

Unquestionably, the negative has its 
place . . . but let the user beware. 
Don't spend the extra time on it un- 
less you're just plain smart and daring. 

NO APPROACH TABOO 

Ify Arthur Iiellaire 

V.P. Charge of Radio & Tv Commercial 
Copy, liKDO. ,\.V. 

No approach 
should ever be 
taboo in adver- 
tising, so long as 
it's clean and 
honest, but 1 still 
think you can go 
wrong more of- 
ten being nega- 
tive than positive. 
This is not to say many great cam- 
paigns have not been built on the neg- 
ative approach. '"B.O." was a nega- 
tive idea. And the prize of them all — 
a very, very negative line — is the fa- 
mously successful M.J.B. coffee line, 
familiar for years in many parts of 
this countrv: "You can't make a bad 
cup of M.J.B." 

The presence of a "don't" in a copy 
line doesn't necessarily make the ap- 
proach negative. Chock full o'Nuts' 
"Don't spend the extra money for this 
coffee — unless you're just plain crazy 
about good coffee" is about as positive 
as you can get in my estimation. Any 
time you can call the public crazy for 
not trying your product — and get away 
with it — more power to you. 

Negatives which, 10 me, are most 
dangerous are statements of what a 
product will not do, including those 
aimed at the emotion of fear. For it 
is entirely possible for the negative 
thought to turn against the advertiser 
using it and work not only to his detri- 
ment but to an industry's detriment as 
well. 

Good products do good things and. 
to me, the public is more receptive 
generally to benefits than to fear of 
the consequences. 




WHAT MAKES A 
TV SHOW GREAT? 

The clap-clap of a child's hands in response to a familiar tune 
. . . the burst of laughter from a timid little boy when he sees a 
funny cartoon . . . the enthusiastic response from youngsters grouped 
around the TV set exploring new playtime crafts and friends . . . 
these result in a child's faithful belief that "Aunt Fran's OK." . . . 
that's what makes wbns-lv's "Aunt Fran Show" great. 

Mothers too, share this same belief in Aunt Fran. They heartily 
approve of her "instruction through entertainment" show methods. 
These young homemakers, representing America's most potent family 
buying group, become familiar with the products Aunt Fran ad- 
vertises, while their youngsters enjoy wbns-tv on-the-spot visits with 
the butcher, baker and candlestick maker. 

These combined ingredients of fact and fancy make wbns-fv's 
"Aunt Fran Show" great. 





★ ★ ★ 
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ttepartment store sale spark 

\\ lien the Diebel Co. decided to try 
tv for the first time in their Annual 
Spring Carnival Housewares Sale. 
WKNX-TV, Saginaw. Mich., set to 
work. With only one-third of a sale 
ad budget that itself had been redueed 
this jear by nearly one quarter, the 
tv station helped boost sales $10,000 
over a 1954 event which was pushed 
solely in newspapers. 

The reaction of the department 
store's general manager: '"There defi- 
nitely is a place in department store 
advertising for television (and) . . . 
radio and television are stronger than 
new spaper." i Radio is a regular part of 
the department store s advertising plan, 
was not upped for the sale period.) 



erf by tv yaius $10,000 

Despite increased store competition 
during the sale period, tv proved its 
worth b\ ?nbstantially boosting sales 
in the departments that were featured 
in tv announcements. To check this 
trend, some items were advertised 
soleh on tv. The two largest sales 
days of the week, Monday and Satur- 
day, were each boosted over $1,000 
higher than the corresponding days 
last year. 

As a result of the sales increases, 
Diebel signed up for a year's contract 
of 400 announcements on WKNX-TV. 
Station Manager Howard II. Wolfe 
described the largest department store 
contract for tv in Saginaw as a ''mu- 
tually happy" event. * * * 



I>ii Mont tv beaius tteiv lutt'-uitfht film short iovinat 

A new t\ pe of late-evening program- 



ing has been begun by WABI), Du 
Mont l\ outlet in New ^ oik. Designed 
to accommodate the late night viewer 
who does not want to sit through a 
full feature movie. Fcaturuma consists 
of a selection of short films much like 
tho.»e in the newsreel theatres. 

The features vary in length, though 
none exceed 12 minutes. The t\pes 
vary too. from cartoons to shorts to 
news clips. Kaeh film is preceded In 
an announcement of its length, so the 
\ iewer can decide if he can afford to 
stay up to natch it that night or wait 



for its rescheduling later in the week. 
The program is aired seven nights a 
week from 11:10 to midnight week- 
days and from 11:00 to midnight Sat- 
urdays and Sundays. A fresh show is 
offered Mondays and Thursdays*, and 
the rest of the time the order of the fea- 
tures is altered to allow early exposure 
of each. News clips are changed daih. 

Ted Colt, director of Du Mont's 
owned and operated stations, con- 
ceived the idea of Fealurama which 
started on \\ AHD, New ^ ork, 23 Ma\ . 
Du Mont expects to start I' eat in am a 
later cm \\ TTG, \\ ashington. * * * 



\V\OX. Knoxville holds 
o/ifii house weekend fete 

WNOX, knoxville, recently opened 
its new broadcasting facilities in a 
burst of civic pride. The radio station 
built an auditorium-studio that seats 
1,250, onl\ to have more than 6,500 
people show up for their open house 
broadcast night. A crowd of 1.550 
filled the auditorium which was de- 
signed with a sound system on par 
with that of the famed Radio City 
Music Hall in New York, according 
to the station. 

The other studio:- are housed in the 
70,000-sipiarc foot former Whittle 



Springs Hotel and the auditorium- 
studio is claimed as a first in several 
dimensions by WNOX: a* the onh 
radio broadca.-t building of its kind 




WNOX s new auditorium-studio seats 1,250 



in the world, and the largest radio 
studio in tin? country. 

The open house lasted all weekend 
and featured station personalities, re- 
cording stars of count r\ music and the 
Knoxville Symphony Orchestra. When 
the symphony orchestra performed, 
admissions were charged and the en- 
tire amount turned over to the Knox- 
\ ille Symphony Fund. 

In addition to these acti\ ities. a 
week was set aside by the proclama- 
tion of the mayor. George Dempster, 
who named the week "Greater WNOX 
Week." ★ * ★ 

Briefly . . . 

WEOK, Poughkeepsie, has an- 
nounced a gain of 75% in national 
spot revenues for the year ending 31 
March. The formula the station and 
its rej), Everett-McK inney. found suc- 
cessful was first to sell the local dealer 
and distributor, then to dilligently 
follow through with the agency and 
client. 

* * <t 

Color tv pulled over 5.000 lexans, 
to a five-hour colorcast by WBAP-TV, 
Fort Worth. With no attraction other 
than the color show itself, just big- 
screen color tv sets, the station crowd- 
ed the Will Rogers Memorial Coliseum 
in that city. 

WBAP-TV regularly programs six 
hours weekly of color, but to promote 
the big event, they began an all-day 
color broadcast with a children's show 
in the morning. 

•» * * 

A t\ station turned t» a spot radio 
campaign to promote its uhf conver- 
sion and programing. WXIX. Mil- 
waukee, bought 2.000 radio announce- 
ments o\er two local radio stations in 
Milwaukee. Consisting mostlv of 20- 
seeond and one-minute announcements 
during da) lime shows, the announce- 
ments featured sound tracks of CBS 
1 \ personalities plugging their shows. 
■» * # 

A Radio Commercials Contest is be- 
ing held by the Advertising Associa- 
tion of the West, Commercials created 
and broadcast between 1 Mav 1954 
and 1 May 1955 are being considered. 
Prizes are to be awarded at the con- 
vention of the organization to be held 
in Portland, Oregon, 26. 27 June 1955. 
I here are two main categories of judg- 
ing in the contest— programs and an- 
nouncements — and each calcgorv is 
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classified for cities of over 100,LHJO 
population and for smaller cities. 

Entries are judged for originality, 
information, effectiveness, listenability. 
credibility, good taste and results. A 
perpetual trophy is to be awarded to 
the agency, advertiser, station or in- 
dividual having done the best over-all 
job, and will be held by him until the 
next year's contest. 

* * * 

Programing to entertain women is 
not new, nor is programing to inform 
them but WJNO-TV. Palm Beach, has 
a program that does both, and they 
think that is new. IFornen W ant to 
Know is a show on which there is a 
guest who is questioned by the panel 
ladies about topical issues of the day. 
The first guest put to the test by the 
ladies was actress Faye Emerson. 

After the first show, Producer Fred 
Granik received many queries about 
the possibility of running a IF omen 
IF ant to Know column in national 
magazines in conjunction with the 
show. Granik plans to move the show 
all over the U.S. and have representa- 
tive cross-sections of the various cit- 
ies on his panels for each show. 

4 * * 

An anthology of top tv scripts has 
been published by Hastings House. 
Under the title of "Top Tv Shows of 
the Year." Irving Settel compiled a 
group of shows that represent the top 
scripts actually produced over tv. com- 
plete with all stage directions. The 
scripts were selected for reading qual- 
ity as well as for their contribution 
to the visual medium. 

Settel is an instructor in tv at Pace 
College, New York, as well as tv edi- 
tor of Compact magazine and creator 
of the ABC TV show Who's the Boss? 
He is co-editor, with sponsor Publish- 
er Norman Glenn, of Television and 
Advertising Handbook. 

* # * 

Another foreign language network 
has come into the radio picture on the 
West Coast. The Portuguese Spot Net- 
work is programing to the more than 
100,000 Portuguese-speaking people in 
the San Francisco Bay area. 

Thus far, the network consists of 
six stations, with KTIM, San Rafael, 
as the key station in the package mer- 
chandising plan for regional and na- 
tional advertising. Louis 11. La Fon- 
teese Associates are the reps. 

(Please turn to page 124) 



BIG AGGIE LAND 



Where 80% of the 
homes hear 
WNAX-570 from 
5 to 7 times a week. 






in the land where radio reigns 

It won't be easy, even for Big Aggie 
(our alter ega) ta count all the 
money in Big Aggie Land. Far this 
vast and prosperous land is 
inhabited by mare than 2V* million 
people with effective buying 
income of better than $2.8 
billion annually. 

MONEY, MONEY, MONEY, ail over the place 



The citizens af Big Aggie Land 
came by their money through 
agriculture and the great industries 
that derive from it. And 
WNAX-570, the Big Aggie Station, 
strides the length and breadth af 
Big Aggie Land telling them how 
ta spend it. They listen, too, as 
aur fabulous mail count proves 
year after year.* 

So just remember this — whatever 
media yau buy in other lands, 
there is only one law-cast, 
high-return way ta sell the 670,000 
families in the Great Upper 
Missouri Volley. WNAX-570. 

* Ask your Katz man far data an 
that fabulous mail count. 



WNAX-570 

Yankton, South Dakota 
A Cowles station. Under the 
tame management as KVTV 
Channel 9. Sioux City, lowo 
Don D. Sullivan, 
Advertising Director 

CSS Kadio 
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f. iVetc stations on air* 



OITY 4 STATE 



LAFAYETTE, LA. 



RAPID CITY, S. D. 



NORFOLK, VA. 



CALL (CHANNEL! 
LETTERS NO 



ON-AIR 
DATE 



ERP (kw)" I Antenna 
Visual («)••• 



NET 
AFFILIATION 



KLFY-TV 



KOTA-TV 



10 



23 May 



29 May 



WTOV-TV 27 25 May 



28.2 450 

1.48 260 
166 380 



STNS. 
ON AIR 



SETS IN 
M ARKETt 
1 000) 



PERMiTEE, MANAGER. REP 



None 



None 



NFA 



NFA 



WTAR-TV 3 56,492 
WVEC-TV 



Cornelia Bests Co. 
Paul H. DeClouct. pres. 
Thomas A. DiClou::t, vp 
Harold J. Dclhommer. vp 

Black Hills Bcstg Co. 
Helen S. Ouhamel, ores 
Peter A. Uuhamrl, vp 

Commonwealth Bcstg Co. 
E. L. Scott, ores. 
Robert Wasdon. exec, vp 
Joseph B. Matthews, vp 
Win. B. Carpenter, vp 



Rftmbttu 



Headley-Reed 



If. Veic construction permits* 



CITY i STATE 



SHREVEPORT, LA. 



BISMARCK, N. DJ 



MEMPHIS, TENN. 



WAILUKU, MAUI, 
HAWAII-' 



CALL 
LETTERS 



CHA w N n NEL OATEDF GRANT ERP (kw)- 
ND. Visual 



12 



12 



12 



19 May 



18 May 



26 May 



25 May 



316 



13.2 



100 



30.2 



Antenna STATIONS 
(ft)" - ON AIR 



1206 



310 



978 



5940 



SETS IN 
MARKETt 

(000) 



PERMITEE, MANAGER. RA0I0 REP! 



KSLA 



80,250 



KFYR 27,750 



WHBQ-TV J49,034 
WMCT 



None 



NFA 



Shrtveport Tv Co. 

Don Georgf. gen partner mir 

Een Beckham, gen partner 

North Oakota Bcstg Co. 
(Same ownership as KXJB-TV. Vallrv 
City and KCJB-TV, Minot) 



WREC Bcstg Service. 

Hoyt B. Wooten, owner, pres. 



Maul Publ Co. 

I. Walter Cameron, pres. 



KiU 



Iff. Vcu* applications 



CITY & STATE 



CHANNEL 
ND. 



DATE 
FILED 



ERP (kw) • 
Visual 



Antenna 
(ft)*" 



r«TiM«Trn ESTIMATED 
EST ^ M A- TE0 1ST YEAR 



COST 



DP EXPENSE 



TV STATIONS 
IN MARKET 



APPLICANT, AM AFFILIATE 



OWENSBORO, KY. 



LAS VEGAS, NEV.:< 



CARLSBAD, N. M. 



LAREDO, TEXAS 



14 



9 May 



13 20 May 

6 20 May 

8 2 May 



20.9 



12.72 



1.43 



28.2 



275 



98 



382 



963 



$77,550 



$84,000 



$74,000 $200,000 



$79,218 $168,000 



$105,450 $77,380 



None 



K LAS-TV 
KLRJ-TV 

None 



None 



Aircast Inc. 

Stephen P. Bellingor. pres. 
Ben. H. Townsend. vp 
Morris E. Kemper, treas 
Joel W Townsend. secy 

Morit2 Ztnoff, owner 

(Publishes Boulder City News. Bouldfr 
City. Nov., owns KBMI. Henderson. 
Ncv.) 

Carlsbad Bcstg Corp 
Val Lawrence, pres. 
Norman R. Looso. vp &. treas 
Edward P. Talbott. secy 

Vlillcon Industries of America 

H. C. Avery. David H. Cole, owners 



BOX SCORE 

r. S, stations on air *fO."5 

Markets covered 2.*>/ 

f . S trstts (\ \Iu\ '.mi :tr>MOf*MOO 

i . V tv homes M May '■">:> > '.MJHHhOOO 



'Boili new c.p.'s and stations roIok <.n the air Jlsted here are those which occurred between 
22 M,iy and 2 June or on which information could he obtained In lhat period. Station* »ti 
miisldried to be on the air when coinniorrlid operation startc. "IviTectlve radlaicd pwer. Aural 
power usually Is one half the visual power. ■ • 'Antenna helKht above average terrain (not 
nlmve cround), tlnformutlon on the number of scis In market* where not designated a* bolflfi 
from X1M* Ko-enrrh, ronsUt.* of estimates from the stations or reps and must bo deemed approxi- 
mate, ?l)afa from XliC Research and Plannlne. p ln most rases, the representatives of t radio 
<t.itlon which Is prnnlcd a c p. sl?o represent* the new tr operation. Since at presstlmo It li 
E'nerally too early to rontlrtn tv representni Ives of most grantees, SI'ONSOR lists the repi of 
the radio stnthnH In this column (when a radio station lias bcfii nlven (he tv (trant). NFA: N* 
Mruics nvnllablo a( preRstlinc on sols In market iTropo-ed to operaf© »9 satellite of KXJIt TV 
Valley City, si'lans to re dammit pninrants of KONa TV, Honolulu. ^Station would beiiln 
without 11 v<» studio facllltleg, use flint ami local spots urid eventually hopes to operate 2 1 hi*, 
per day with film Ui he lettered four times within 48 lirs. 
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WNBQ famous "Chicago School" of television has a 
bright new honor pupil on its roster— the ROB &: KAY 
WITH EDDIE DOUCETTE show. 



1 




up 
nicely! 



Every weekday, 12:45 10 2:00 p.m., these three Chicago 
favorites turn the pages of their TV Magazine of the Air. 
Women are making a pleasant daily habit of Hob R: Kay's 
interviews with fascinating people, Eddie Douteilc's cooking 
demonstrations, and musical features by the Art Van Damme 
Quintet and Joe Gallicchio's orchestra. 

Yes, the new show is stacking up nicely! And, backed 

by an active promotion and merchandising service, it's well 

embarked on a career of making sure for advertisers that 

THE PAY-OFF IS AT THE POINT OF SALE! 

A few weeks after its premiere, BOB & KAY WITH 
EDDIE DOUCETTE invited its viewers to send in their 
names, addresses and telephone numbers, to qualify for 
attractive prizes. For four weeks running, the mail stacked 
up at the rate of 2,500 pieces a week. A grand total of 10,000 
pieces of mail— and the show's just getting going! 

For stirring audiences to action, there's nothing like a 
"Chicago School" television program on WNBQ. That's 
how things stack up in the Midwest. 



WNBO 11 



TELEVISION IN 
CHICAGO 

a servlte of (RC/i 



tctmsatkd by NBC SPOT SALES 





Sell the Nation's 
14th Largest Market! 

. . . use WGR's 
Salesmen of the Air 



MUSICAL. CLOCK 

Starring John Losceltes 
6:30 - 9:15 AM — Mon. thru Sot. 
Buffolo's oldest service-type woke-up 
progrom Music, time, weather. 



Helen Neville Show 

2:10 - 2:30 PM Mon. - Fri. 
Hints ond News for women from 
Buffolo's outstanding homemoker's 
counselor. Live oudience. 



PLUS 

Outstonding 5 and 10 minute 
News ond Weather Spots 




NBC B-asIc Affiliate 

Representatives: 
FREE AND PETERS 



5-DAY DEODORANT 

'Con tinned from ixiee 41) 

should stress the method of using the 
deodorant since this is its most dem- 
onstrable feature. Last winter, the 
firm made some new film commercials 
through Universal Films in California, 
featuring three starlets, Joan Vohs. 
Rochelle Hudson and Coleen Gray. In 
each instance, the stress of the com- 
mercial is on "ease of using 5-Day. ' 

The girl in the commercial sits be- 
hind a glass. She sprays the deodorant 
of an unidentified competitor onto the 
glass. The deodorant runs down. Then 
she puts cream from a competing 
cream jar on the, glass. This deodor- 
ant is greasy. At last, she takes a pad 
of 5-Day and dabs it on the precise 
spot on the glass she wants to put it 
on. It doesift run: isn't greasy. Says 
the girl: ". . . Willi 5-Day Deodorant 
pads you press fully active deodorant 
right through that oily film. It does not 
run off. ll checks perspiration in- 
stantly and dries fast . . . because you 
rub it in. . . . Switch to 5-Da\ Deodor- 
ant pads tomorrow. . . ." 

Actually. 5-Day has a dual purpose 
in advertising, as its commercial ap- 
proach shows: (1) to sell the deodor- 
ant market as a whole: (2) to take 
customers from the sprav and cream 
deodorants. 

"We ori"inallv switched over to tv 
because we felt that newspapers and 
magazines hadn't clearly told people 
what our product was all about." Lev - 
1115011 told SPONSOK. "The copy wasn't 
getting over. Sure, our sales were in- 
creasing. Rut there was no appreciable 
difference between the cities that used 
advertising and those that didn't. When 
we went on tv. we got visual demon- 
stration of the difference between our 
product and other deodorants. From 
that point on. sales shot up." 

There s no age limit in 5-Day "s ap- 
peal, hence the linn's choice of tv pro- 
graming. "With Arthur Murrav we got 
females from age 15 upward." Levin- 
sou added. "And po-sibly some men. 
loo. Our commercials occasionally 
said, 'Your husband will like it also.' "' 

However, men are slill not the im- 
portant part of 1 lie* deodorant market. 
In fact, 75' J of men who use a deo- 
dorant use the same kind as their wife. 
In the past five years the percentage of 
men using deodorants has risen from 
19 to 44' '< . Nonetheless!, the grow- 
ing importance of male-appeal cos- 
metics has not escaped Levinson nor 



I lie agency (which, incidentally, han- 
dles parts of the Mennen Co. account 
- -a firm that leads in male cosmetics) . 
Tony Martin now gives the live lead-in 
to the commercial because the agency 
feels that this will give the deodorant 
more male appeal. 

5- Day uses its tv advertising to sub- 
stitute for a sale- force. Besides Mor- 
ris Levinson, the company has a v. p. 
of sales. Bernard Gould, but no sales- 
men. Could, formerly with Toni. and 
prior to that with Gillette for 16 years, 
joined 5-Day in 1951. He gives 
wholesale salesmen an interest in 
selling 5-Day by offering such sales 
incentives as "30 pounds of canned 
goods" for selling a certain quota of 
5-Day to retailers. 

The firm makes efforts to tie the 
wholesalers and retailers into the ad- 
vertising effort with offers like free 
dance lessons for wholesalers and re- 
tailers from their neighboring Arthur 
Murray studios. Some 60,000 people 
from wholesalers and retailers actually 
took advantage of this offer. 

In a booklet addressed to its whole- 
salers, 5-Day stresses the extra profits 
wholesalers can derive from 5-Day's 
unusual distribution and sales set-up: 

"70% of 5-Day sales move through 
wholesalers! (Some major deodorants 
sell as little as 30'{ of their sales 
through wholesalers.) 

"No large direct-selling organiza- 
tion to 'skim the cream from your 
men's territories.' 

"No chiseling inlo your profits with 
big shelf discount?/ 

The firm then enumerates some of 
the incentives for the wholesaler sales- 
men, such as the Keid-Monarch Food 
Deal which provides that salesmen who 
exceed a certain quota get a bonus of 
17 to 33 pounds of canned food which 
5-Da\ bought from Keid-Monarch. 

5-Day keeps a close check on results 
of its network tv advertising in a sam- 
ple area. It keeps a man on ils payroll 
whose sole job il is to cheek the inven- 
tor} of 60 stores in the New York. New 
Jersey and Philadelphia area each 
week as a gauge of tv's sales pull. 

In fall 1951 Cre\ Advertising began 
lesting spot t\ in the Indianapolis area 
for 5-Da\*. The tesls weren't conclu- 
sive and were extended through spring. 
CurrenlK 5-Day is lesting six cities: 
two with network tv, two with spot tv. 
and two that have no advertising at all. 
Fach week a man from 5-Day audits 
10 stores in each city. Six-week figures 
have been compiled by now and show 
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The maze — of details involved in expert film processing presents no problem at Preci- 
sion. Skilled technicians, exclusive equipment, and expert research groups team up constantly 
to keep performance at the highest possible level. Precision-processed film is recognized by 
industry leaders— producers, directors, cameramen— as the finest in the field. 

Just one example of advanced film printing methods is the individual Printing Control Strip 
technique— available only at Precision. This Strip permits complete printing control without 
notching or altering the original film in any ivay— and may be filed for later precise duplication. 

In everything there is one best... in film processing, it's Precision. 
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FILM L A B O R A T O R J, S , INC 

2 1 WEST 4 6 T H STREET NEW Y O R K 36 N . Y 
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A division of J. A. Maurer, Inc. 



79 




2VA hours per week 




Muncie is 1st 
in the nation in 
HOURS PER WEEK 
SPENT VIEWING TV 

WLBC-TV is 1st 
choice in 
MUNCIE FOR 
TV VIEWING 



They really go for TV in Mun- 
cie as proven in a recent na- 
tion-wide survey made in 34 
cities by the American Research 
Bureau. The average Muncie 
family spends 3 1 hours per 
week watching television . . . 
more hours per week than any 
other city I WLBC-TV leads in 
Muncie according to the No- 
vember A.R.B. Report, telecast- 
ing from 7 A.M. to 11:30 P.M. 

CBS-NBC-DUMONT-ABC NETWORKS 




CHANNEL 

49 

MUNCIE, INDIANA 



tlie tv areas well ahead of the cities 
not advertising. Findings will deter- 
mine what 5-I)ay will do in fall 1955. 

Besides advertising the product, 
5-Day also samples it heavily. Com- 
pany research has shown that seven 
out of every 10 samples produce repeat 
sales, so that this expensive way of 
opening up new markets has paid off. 
Sampling has increased over the last 
few }ears from 92,600 in 1951 to 
500,000 in 1954. 

Several new products helped to in- 
crease the over-all deodorant business 
during the past few years. Since the 
Korean War particularly, Americans 
'I'ein to have become so scent-conscious 
as to invest twice as mucb in deodor- 
ants of all types as the) had before 
1950. Part of 5-Day's success story is 
the story of a rapidly expanding de- 
odorant market. In short, the deodor- 
ant industry increased its over-all 
sales from $1<°>.71 million in 194(5 to 
$46.6 million in 1954. 

Some of the new products that con- 
tributed to these sales increases include 
the spray deodorants, which began 
selling in a big way in 1950, following 
introduction of Stopette a couple of 
years earlier. These spray deodorants 
represented a plus business, and con- 
tributed particularly toward making 
men more deodorant-conscious. By 
1953 stick deodorants were adding to 
over-all sales volume. Most reeentlv, 
in February 1955. Bristol-Myers in- 
troduced Ban, still another type of 
deodorant. This latest entry works on 
the principle of an enlarged ball-point 
pen, which releases a deodorant lotion 
when pressed against the skin. 

Industry sources place sales of the 
various types of deodorants in the fol- 
lowing order: Carter Products' Arrid. 
a cream deodorant advertised through 
SSCB. claims the number one position 
in over-all deodorant sales. Its sales 
\oltime is expected to reach the $6 mil- 
lion mark in 1955. according to the 
drug trade. 

\rrid sponsors Meet Millie. CBS 
TV; it ha^ also sponsored CBS T\ 1 s 
Xa/ne That Tune, which the firm plans 
to replace with another network prop- 
erly. Also, Arrid sponsors Ziv's Mr. 
I). A., a syndicated half-hour show, 
covering 90' 1 of the I .S. tv markets. 
1 he firm uses some radio, newspapers 
and some "Negro magazines, but t\ is 
unquestionably the backbone of its 
multi-million dollar advertising effort. 



rates second, with sales under $4 mil- 
lion. Among the spray deodorants 
Stopette is Number One, Mennen 
ranks second. The stick deodorants 
have been gaining rapidly in the past 
two years, but so many firms have in- 
troduced stick deodorants that no one 
brand dominates. 

Lotions had never taken more than 
2 r '< of the deodorant market collec- 
tively until recently. With the intro- 
duction of Bristol-Myers' new Ban. 
Bristol-Myers' product manager. R. K, 
Van Nostrand. expects to see lotions 
assume new importance. Introduced 
in February 1955. Ban began adver- 
tising once weekly on Arthur God- 
frey's morning simulcast. Ban puts 
some 50 to 60 r ^ of its budget into 
radio-tv. splits the remainder between 
magazines and Sunday supplements. 

Mum. the cream deodorant, and 
Mum Mist. Bristol-Myers" spray de- 



*»A study of radio commercials and 
llieir cflVetheness made by Horace 
Schv»erin, the researcher, established 
that v»hcn :i beauty c\pcrt delivered 11 
testimonial on cosmetics. 17^ of the 
women listeners believed and remem- 
bered it. Wbcii an actress gave the same 
testimonial, the belicvability rose to 
2,>9r . A professional woman raised this 
to i2°c . but an ordinary housewife suc- 
ceeded in convincing: 45 f r of the femi- 
nine audience, that she was telling the 
truth. . ,?9 

JULES Al.BERTI 
President 
Endorsements. Inc. 
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odorant, rotate commercials on Bristol* 
Myers' Stage Seven, CBS TV Sunday 
evenings. Arrid Spray Deodorant 
(through Ted Bates I is a relative new- 
comer in the spray market, having 
been introduced two years ago. Arrid 
Spray uses mostly spot tv. 

In the race among deodorants. 
5-l)ay lias emerged as a fast comer. 
It's been bucking i-liif competition 
in terms of advertising dollars from 
such giants as Arrid. Mum and Stop- 
ette. but its sales continue rising. The 
latent 5- Day promotion is a double 
offer of l.entheric and 5- Day in special 
low-priced package. 

Savs the tv commercial: "Bight now 
yon can try 5-Day Deodorant Pads 
and save 500 in the bargain. Simply 
buv a full-sized jar of 5-Day for 590 
and get absolutely FBKF a bottle of 
Miracle by Lentherie, known through* 
out the world for fine perfumes. Si-Day 
Deodorant Bads. Lentheric's enchant. 
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91.7% of the rural families 

in our 41 counties 
< listen MOST to 



WDAY! 





E 



A ; ERY survey that's ever been made around 
lliese parts has shown tlie tremendous prefer- 
ence for WDAY. The latest, conducted by the 
Northwest Audit Company of Fargo, gives 
WDAY a lead of 32 to 7 over the next-best sta- 
tion and 77 to 7 over all other stations combined! 

A double postcard was mailed to 3,200 rural 
families living within 150 miles of Fargo, in all 



THE CITY FAVORITE, TOO! 



November, 1954, Hoopers for Fargo- 
Moorhead show that WDAY gets 
more than three times as many day- 
lime listeners as the next ttoliont 



directions. Each was asked. "To what one radio 
station does your family listen the most?" 

Of the 1,681 replies, 7,547 said WDAY! 

The survey covered 41 counties in North 
Dakota, Minnesota and South Dakota, and gi\es 
yon a good idea of the reception WDAY gets in 
this area. Get the facts from Free & Peters. 



WDAY 

FARGO, N. D. 




NBC • 5000 WATTS • 970 KILOCYCLES 

FREE & PETERS, INC., Exclusive National Representatives 



for the 

I0P tower 
I0P power 



Milwaukee 



it's 



channel 




Now under construction 
by WTVW Channel 1 2 in 
Milwaukee is a Giant 
1105 foot Tower. When 
completed this structure 
will be the tallest in Wis- 
consin and will give Chan- 
nel 12 comparable cov- 
erage to any television 
station in the country. Yes, 
and no converters are 
needed for VHF Channel 
1 2 in Milwaukee. 

316,000 watts 




channel 



Represented Nationally by 
Edward Petry & Co., Inc. 



ing fragrance, Miracle, a SI -09 value, 
yours now for only 590." 

Levinson first got into the deodorant 
business in 1947. when he bought out 
Associated Products, owners of Chen 
\u cosmetics, 5-Day and several other 
products, which jointly owed his part- 
ner some $750,000. Levinson, then a 
v.p. in Chicago's Consolidated Foods 
Co., raised the money to buy out Asso- 
ciated Products, in turn sold most of 
the line except 5-Day which he decided 
to promote. 

One of the last lines Associated 
Products sold was its pipe business, the 
Kaywoodie and Yellow-Bole pipe trade- 
marks. Levinson intends to concentrate 
on drug items, has several in his lab- 
oratories right now in various stages 
of development. 

Besides supervising his multi-million 
corporation, Levinson finds time to be 
an active member of The Young Presi- 
dents Club (he's 41), and to shop 
around for possible additions to his 
drug line that he might buy out in the 
future. * * * 



MORNING-MINDED 

[Continued from page 37) 

• In Cleveland, WTAM offers a 
5:30 p.m. newscast which reaches 14% 
more homes at a 30% lower cost-per- 
1,000 than a well-rated news strip on 
the same station at 8:30 in the morn- 
ing. 

• In New York, Columbia's flag- 
ship WCBS is currently sold out dur- 
ing the. popular 6:00-9:00 a.m. period, 
during which it reaches, on the aver- 
age, some 272,580 listeners at a cost- 
per-LOOO of 550. But WCBS has 
availabilities in the 4:00-6:00 p.m. 
period reaching an average of 251.110 
listeners at a cost-per- 1,000 of 500. 
It's almost a mathematical balance of 
90% of morning listening level for 
90' ' of morning costs. 

• In San Francisco. KNPC's popu- 
lar Doug Pledger morning show, 7:00- 
9:30 a.m.. is virtually sold out. But 
K\BC has another ace up its sleeve: 
in the afternoons Joe Gillespie's d.j. 
show. 3:00-5:15 p.m.. delivers 10% 
more homes at a cost- per- 1 ,000 that is 
28% lower. 

l/orc people: less cost: Admen 
who examine the week-long cumulative 
audiences of radio shown in the Niel- 
sen < liait on page 36 will quickly sec 
that the. "homes-reached" figures for 



non-morning radio hold up stronglv 
against the popular wake-up slots. 

But there are. two other important 
research factors, apart from sheer 
''homes-reached," which work for non- 
morning radios benefit: 

1. More people: The number of 
listeners-per-set — a simple concept 
which advertisers nevertheless often 
forget — rises as the day grows older. 
According to Pulse, between 9:00 a.m. 
ami noon there are some 118 listeners 
in everv 100 listening homes. Between 
noon and 6:00 p.m., the figure rises to 
127 listeners. Evenings, between 6:00 
p.m. and midnight, it again rises, this 
time to 164 listeners. Identical ratings 
in morning and evening radio, in other 
words, do not mean identical audi- 
ences: the evening audiences will be 
nearly 40%, larger for the same 
"honies-using-radio" level. 

2. Audience composition : The chart 
on page 37 will give you a good idea 
of what radio audience composition is 
like in large radio-tv markets during 
the entire day. It contradicts a number 
of popular beliefs, however. If you ap- 
ply male audience composition figures 
against sets-in-use levels, for example, 
you'll find there are just as many — 
and often more — men listening to ra- 
dio in the early evening and at night. 
Eventually, researchers predict, anal- 
ysis of out-of-home radio listening will 
show that there's a huge bonus audi- 
ence of men listening to radio in autos 

commuting 



the afternoon 



during 
hours. 

The cost factors of non-morning ra- 
dio have been working in favor of the 
advertiser for several seasons now 

According to the Station Represen- 
tatives Association, more than half of 
the stations in the country have, equal- 
ized day and night radio spot rates — 
one reason why it s often possible to 
reach more homes at a lower cost-per- 
1.000 in afternoons and evenings. 

Networks have taken their cue from 
these moves, too. In some cases, net- 
works have been most active in bring- 
ing day and night prices in line to re- 
popnlarize radio. As sponsor went to 
press. CBS Badio was proposing adop- 
tion of equalized day-night rates, with 
weekend rates to go up 5%. This 
would be CBS Badio's first new rate 
card since 1951 (although discount 
structures have been revised to give 
heavv reductions on nighttime gross 
charges). Stations are being offered, 
in return for this deal, 70-second (a 
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minute plus a 10-second i.d. spot) 
station breaks, and extra co-op pro- 
graming. 

A telephone gurvej of reps produced 
this non-morning cost consensus: 

Afternoon and early-evening costs 
are. today, about 10-20' I lower on a 
net-after-discount basis than the costs 
of spot radio morning time. 

On most of the high-powered 
(5.000 watts and up I radio outlets, 
nighttime costs are generally about the 
same as morning. In some cases, run- 
of-station nightinie spot schedules can 
be had at attractive discounts which 



HERE'S 

BUYING 

POWER! 

WIBW-TV's coverage area is a vast, 
booming, #1,300,000,000 market with 
#223 million in food sales, #79 mil- 
lion in drug sales, and #233 million 
in sales of general merchandise.* 
Here's big buying power for your 
product] 



make the campaign cheaper than 
morning schedules, sometimes by as 
much as 30' ? . 

Tlit* pinpointed tiiitfit'iit't*; In the 

pa.-t season or so. main an otherwise- 
good non-morning spot radio availa- 
bility has been passed up by clients 
because the rating was topped by those 
in the popular 7:00-9:00 a.m. period. 

But, as BBDO time-buyer George 
Polk pointed out: 

'"In buying time, the highest-rated 
slot isn't alwa\s the best. The best 
buv is really the time that has the 






HERE'S 

SELLING 

POWER! 

WIBW-TV . . . Topeka's only TV 
station . . . delivers top coverage in 
44 counties in 3 states . . . 153,744 
big-buying TV homes . . . 71% satu- 
ration!* WIBW-TV gets RESULTS 
for advertisers because we've mas- 
tered the personalized, local ap- 
proach that turns viewers into buy- 
ers ... a trick we learned years ago 
on WIBW radio. See your Capper 

man for real TV selling ponerl 

. excluding urbanized Kansas City and 



"3/1 
r ,t Joseph. 



CBS— DuMONT— ABC 




The Kamai View Rjln! 

TOPEKA, KANSAS 
Ben Ludy, Gen. Mgr. 
WIBW * WIBW-TV in Topela 
KCKN in Kansas City 



greatest number of potential customers 
for your client's product or service." 

The more creative radio salesmen 
have lately been hammering awa; on 
this point, often with real success. 

A good case in point is the brand- 
new campaign of George W. Luft Co. 
through Warwick & Legler mentioned 
earlier in this report. 

For vears. Luft had been using print 
campaigns in women's service maga- 
zines, Life, movie magazines and other 
print media. i\o air media was used. 

Then, in February, UAH's Jerry 
Danford called on Warwick & Legler's 
media department, and showed an 
UAH-compiled set of figures to Luft 
A/E John Welsh. Media Director Har- 
ry Way and Timehuyer Jerry Mol- 
fese. In turn, the agency applied the 
figures to Luft's marketing problems, 
added figures of its own. and made a 
pitch to the client. 

The client bought it. Since the cam- 

★ ★★★★★★★ 

• •We who know how to mow people lo 
laughter and to tears, who know ahout 
human frailties and fears and frustra- 
tions, seem to have acquired thi> iu-ight 
for use exclusively on the consumer, the 
audience, the public. . . For we, who 
make it our business to learn about the 
conflicts and anxieties, the motives and 
('motions of other people, too often are 
guilty- of treating our fellow human 
beings as though they were somewhat 
less than li iimaii.** 

HEA ADAMS 
Vice President 
Gardner Advertising 

paign was just beginning as sponsor 
went to press, it was too earlv to judge 
results. Hut, as Warwick & Legler 
pointed out: "We feel this campaign is 
an excellent buy. and delivers just the 
audience the client wants to reach. Get- 
ting good availabilities was no prob- 
lem at all." 

These are the figures that HAH 
pitched to Warwick & Legler. They 
represent a good example of how radio 
can be used at other-than-morning 
times to reach a pinpointed audience: 

"1. In metropolitan markets, more 
than 97 r < of teen-age girls (13-171 
listen to radio during the week. 

"2. 70.3' < have their own radios 
for personal use. 

"3. 50.9'; listen even day. 71.3',' 
listen five days or more each week. 

"4. Thev listen an average 2 hours 
and 23 minutes each weekday, and 2 
hours ami 20 minutes each weekend 
da v. 

(Please turn to page 88) 
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What happened in Amarillo^ Texas 

when KGNC-AM & TV went to hat 
for the Cancer Fund 

(Excerpts from the Amarillo Daily News, April IS, 19;)5) 



Telethon Tops Cancer Crusade Goal 



m. 

f*i - 

The famed creator of the 
• f, polio vaccine. Dr. Jonas Salk. 
was given a 1955 Oldsmobile-r- 
jjgg and the Cancer Crusade gained 

^• ,22>244 29 as ^ result of the 
g>^6H-hour telethon from KGNC- 
»^TV and KGNC-Radio yesterday. 



'W* a Wple play— from auto 
jg£ dealer to Cancer Crusade to the 
famed icientist— the big car. 
with air conditioning to be 
added, was paid for by the gift* 
of enthusiastic West Texans. 



is 



To the young scientist who 
will receive no remuneration 
7^; for his long work on perfecting 
the vaccine that may eliminate 
2& polio from the world, other 
W£ givers added a gold key. a 
igZ license plate. In fact, every- 
'$0 thing including an expense paid 
trip to Texas to accept the 
car. 

Late last night Dr. Salk had 
not yet been reached for a 
statement at hit home near 
the University of Pittsburgh 
where he is a staff membei of 
the medical department. Al- 
though he has steadfastly re- 
fused any gifts from individ- 
uals, it was thought by some of 
his co-workers in Pittsburgh 
that he would take the car 
^ since it was purchased with 
dollars that will go to search 
&t t0, a cure ,or another dreaded 
disease — cancer. 
Originally KGNC-TV planned 
;£i J to auction off dozens of items 
contributed from Amarillo 
merchants (with one big re- 
frigerator from a Happy mer- 
chant and the Happy Lions 
•uji Club). And until around 4 
p.m. the auction went off as 
scheduled with more than $8.- 
!i^r;0O0 raised by the sale of mer- 
£>£i'chandlse. 

•fiS' Then a Chevrolet truck was 
brought on. and a bid came 
from New Mexico for $1750 on 
the valued $2064.25. Sam Fen- 

fypj berg called In: 

"Let's put up the money and 
buy that truck for Boy's Ranch. 
I " give $300." 

Tne ' dca caught on. The 

auction had been going well 
j£* enough when people were bld- 
iQ ding for merchandise for their 

own use, with the knowledge 
iff, that all monies would go to the 
^ Cancer Crusade. But with the 
¥>/d <'hance to simply give without 
<jky any hope of having something 

to show for It, the telephone 

lines clogged 



Before you could shj jack- 
rahbit. the value of the truck 
had been met— and passed. In 
fact, a Giaham-Hoemc plow 
was hcing brought up into the 
background, with a price tag 
of J419. and someone yelled 
"Lot's give the plow to the 
Boy's Ranch, too." 

Hie Oldsmoblle had been dis- 
played, m had tome other ex- 
pensive appliances to the tele- 
viewer*. But no bids had been 
received on yet. 
Then came a call. Jim Pear- 
son. 1606 Lipscomb, was making 
another attempt to give an ap- 
preciative gift to Dr. Salk. Earlier 
he had sent a check for $5 to 
the Amarillo Daily News, asking 
that it be given to Salk. His let- 
ter had been used In Letter* to 
the Editor and the check sent 
back with a suggestion that It 
be given to the National Founda- 
tion for Infantile Paralysis, which 
had raised the funds that pro- 
vided the research teams for 
polio. 

Why don't we give that auto- 
mohlle to Dr. Salk." he said. 
Come and get my $5." 
It was like hitting the Jackpot. 
In less than an hour. J6.53R.50 
had been donated toward the 
value of that ear— and with every 
cent of It going Into the Cancer 
Crusade funds! 

One of the first donors to the 
fund was Ken Randall, whose 
firm of Garner-Randall Motors, 
Inc.. had donated the car In the 
first place. His was one of many 
$100 Rifts. (In fact, a few of the 
contributions came in addressed 
to the polio fund, but these would 
be separated and sent to that 
organization. The team of auc- 
tioneers, headed by Johnnie Linn, 
and formed of Pappy Watson and 
Bob Izzard, explained carefully 
what was going on— but on any 
triple play, the onlookers are apt 
to be confused !1 

The telethon was a runaway 
• by that time. With a dozen fine 
appliances awaiting home*, the 
"gift for Dr. Salk" kept eight 
telephone line* In ronxtant nee. 
It was after • p.m. before 
Johnnie Linn could get the 
camera* back on the appli- 
ance*. 

Between times the Amarillo 
Chamber of Commerce had of- 
fered to pay Dr. Salk's expenses 
to Texas to pick up the ear. 
Several individuals had offered 
to take the car to him without 



cost. Mrs. Warren Freeman said 
Mie'd buy the license plates, and 
Hubert Cole. Potter County tax 
collector, who has worked with 
the Cancer Crusade for years, 
said he'd guarantee anv license 
number Dr. Salk wanted. Some- 
one offered a gold key. And the 
cost of airconditionlng the car 
was added by Inspiration of one 
caller. 

Then W. A. Graham called to 
say he could stand the gift of 
another plow. "Auction It off so 
Dr. Salk can have one If he's got 
a farm." he said. No one knows 
yet whether Dr. Salk has a farm 
or not. He's got a plow! 

The generosity of the Plain* 
people was truly a Golden 
Spread ye*terday afternoon, 
rrank Pur*ley of Miami bought 
a $400 defense bond for SAOt. 
Even after waiting 10 year* to 
get his 1966, he'll still be short 
of what he paid for It. 
Other Items sold at well over 
retail price as Plainsmen bid to 
give the Cancer Crusade assist- 
ance. Exhorted by Johnnie Linn 
to remember what research had 
done toward stamping out polio, 
the money came a-bouncing. 

"We can give our time and our 
money to defend our country in 
war times. Why can't we give 
both to wipe out the shameful 
death rate of cancer — one of 
every seven deaths in the U.S.A. 
was caused by cancer last year," 
he said. "At least 265,000 Ameri- 
cans will die from cancer this 
year. Our dollars can help to 
fight this battle, too." 

Not all of the $22,000 fund 
raised In the telethon will be 
credited to the Potter County 
goal (which already had more 
than $3,000 In earlier donations). 
All of the donations made by resi- 
dents of other counties will be 
credited to their counties. The 
breakdown of contribultons will 
L>e given Monday by Calvin 
Handy, head of the accounting 
department of KGNC, who kept 
the books on the telethon yester- 
day. 

To try to give full credit to 
all the people who made the 
telethon a succe** waa tike 
trying to sweep up the ocean, 
said Pappy Wataon aa he scur- 
ried from televtslon studio to 
radio rooms, keeping the simul- 
cast under way tor aa extra two 
hour*. 

First, there waa Tom Krltser, 
who conceived the Idea after 
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watching a similar auction In 
Cleveland. Krltser personally 
took on the task of Interesting 
merchants In contributing the 
Items to be auctioned. 

There were the staff mem- 
bers of the radio and television 
station who built the show, staff 
It throagh the long afternoon. 
With no tuncb and a long de- 
layed dinner hour, they were 
ted by hamburger* from Stan- 
ley's, and fried chicken from 
Jones, Dell's Ranch House told 
tbe tired, hot crew to come out 
for a steak dinner. 
Armstrong Transfer Co. hauled 
the heavy auction Items to the 
studios. Dub Trotter offered to 
deliver to the buyers any items 
purchased. 

And of course there were thou- 
sands who bought auctioned 
items, or made contributions — 
many of them anonymous. For 
example, there was the lady who §7 
paid $139 for a chair she could 
buy for $100. or Sam Fenbcrg. 
who after giving $300 to the truck 
for Boys Ranch added another 
$100 to the Cancer Crusade by 
contributing $100 to Dr. Salk's 
car. 

"The Only Bargain Here May 
Be Your Lite!" 

That sign dominated the cam- 
era picture. No one tried to buy 
any bargains. 

And they gave In gratitude to t.'.^fc 
a young man who had saved their ^jfJJ 
children from polio— and to win 
the battle against cancer which 
another young scientist. God will- 
ing, will do In some not too far 
off future. 
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This week's big news from the 
Kingfish and his Mystic Knights 
is that there are now thirteen 
brand-new half-hours in the can. . . „» 
thirteen fabulous and wonderful 
new adventures, of Amos V Andy, 
Kingfish, Sapphire and Mother, 
Lawyer Calhoun, Lightnin' and the 
other Amos V Andy charactt.'s* 

With this series of 13. new firms, 
there are now 78 half-hours of 
Amos 'n' Andy — broadcasting's 
longest-running hit — available 
for local or regional sponsorship , 
ready to go to work selling for you 
as they are currently selling for 
Sears Roebuck, Rexall, Safeway, 
Food Fair, Piggly Wiggly, Kroger, 
Westing ho use and others. 

Amos n' Andy wins the biggest 
audiences in its time periods 
in large markets and small . . ,. 
North and South - . . in Detroit 
and Tulsa, .Rochester and Little 
Rock . ». drawing bigger audiences 
than many of television's most 
famous network programs. Look 
at these ratings: Syracuse 36. 9-, 
Fort Wayne 41 J. New Orleans 50.3, 
Little Rock 58. 1, Columbia 45.7, 
Evansville 56.4..* 

For more information and a list 
of markets where you can sponsor 
America's most enduringly-famous 
comedy team, call or wire,. 



NEW YORK, CHICAGO. Lf>S A.MiKLES, DETROIT, 
SAN FRANCISCO, ST. LOUIS, ATLANTA, BOSTON- 
DALLAS. IN CANADA; S. W. CALDWELL, LTD. 
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MORNING-MINDED 

i Continued jrom page 81 i 

"5. 1 hev listen every pari of the 
dav : 





Morning 


// ee hilars 


17.0'; 


Weekend days 


i3.3* ; 




Afternoon 


11 eekdays 


43.2',; 


Weekend days 


35.» f ; 




Evening 


11 eekdays 


12.5% 


Weekend days 


U.6 r ; 



'■(). \nrl here's their favorite listen- 



in" : 



Popular music id.j.'sl 


fw.fi' r 


Evening plays 


_ 8.4% 


Popular music (live) 


8.3 % 


I ariety shows 


5.3% 


Classical music 


1,3 % 


Special teen-age shows 


2.3 r ; 


Complete daytime plays 


1.8% 



"7. The study was made by Pulse. 
Inc., for RAB during April 1951. in 
Boston, Chicago, San Francisco, Bir- 
mingham, Ft. Worth and Kansas 



City." 

As far as Luft executives could see. 
the evidence in favor of disk jockey 
shows as a means of reaching teen-age 



girls was overwhelming. And. after- 
noon and evening d.j. shows produced 
01' i of the lev el of listening done by 
teen-age girls to morning d.j. shows — 
and often at a lower cosl-per-1.000. 

Thus, the current Tangee campaign 
is confined to afternoon and evening 
recoid-spinning "personalities" that 
appeal to the high school set. So far, 
about a dozen markets art 1 heing used. 
But if the campaign pulls well, it is 
due to expand. 

A ^&B media buyer summed the 
situation up in these words: 

"There's always a certain amount 
of psychological pressure behind me- 
dia buying. In the past three years, 
clients have headed for morning radio, 
because they fell it was a 'secure' bin. 
Besides, il had an advantage of being 
popular with so many other clients. 

"But this year, w ith the jam-packed 
situation in morning radio resembling 
the nighttime spot tv situation, the bal- 
ance is swinging the other way. We 
find advertising managers and account 
group people far more willing to talk 
about non-morning radio. 

"It looks like afternoon and evening 
radio is about to he rediscovered. *** 



TABLOID RADIO 

[Continued from page 47) 

of the dramatic opening, or lead storv, 
that has become synonymous with ra- 
dio news. 

We called this opening lead. '" The 
hook. " It was designed to fire the 
imagination of the listener. And in 
itself, it broke another staid rule of 
radio journalism. 

Radio news textbooks say opening 
sentences should carry the entire story 
idea across to the listener. But why 
let the listener gel away? Magazine 
articles use a "'hook" lo make the 
reader continue through the piece. 
Newspapers never tell the whole story 
in the beginning paragraph. Why 
should radio? We decided only lo 
arouse the curiosity of the listener — 
make him listen lo the whole slory, 
and llms the whole newscast — giv ing 
him the facts lillle-by-litlle. 

However, we recognized immediate- 
ly, that this hook, or flashy lead had 
to be accurate and truthful, as well as 
dramatic. With the new-found time I 
gave myself by dropping rewriting, 
we found that 1 had also more time 
for checking stories and articles. 

Badio is notorious among news- 
papermen as a result of the many in- 
accurate accounts aired by stations 
across the country. We wanted to 
build a reputation for accuracy, be- 
cause we knew our dramatic leads and 
exclusive stories would cause a rash 
of red-faced jealousy among our "dig- 
nified" competitors — and the easiest 
and most-used old saw of professional 
journalists is to point their fingers 
and say, "Don't believe it. Not a word 
of truth in il. Can't be. It was on 
radio." 

We checked and double-checked 
each item for accuracy. 

During one particularly long stretch 
of daily exclusions on a marathon 
grand jury meeting (where we di- 
vulged testimony offered before the 
lop-secret sessions and startled even 
the grand jurors) our closest news- 
paper competitor became almost fran- 
tic. Almost daily it "jazzed" its front 
page accounts of jury happenings with 
speculation in order lo keep pace. But 
each day, there also was usually a 
boxed retraction of the previous day's 
storv. Radio KWIZ has not been 
asked lo retract any item used on the 
air during the past year! We check 
first, air later. 

If accuracy and exclusives were im- 
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portant to the success of our opera- 
tion, then there is one other point that 
must be regarded as of equal, if not 
more, eonsequeiiee. That factor. I ean 
only term as "guts." And this factor 
is one that needs whole-hearted co- 
operation of management if it is to 
succeed. 

Fortunately, owner Ernest Spencer 
and Manager Hal Davis gave me free 
reign in the news department. When 
grand jury investigators announced to 
the press one day that they would 
subpoena me to tell how 1 managed to 
get transcripts of jury testimonv before 
they were released, Davis glanced 
through the newspaper accounts and 
smiled '"damn good publicity." Other 
station managers would have been 
quaking in their boots. (Needless to 
say. the jury did not subpoena me, 
because I informed the investigators 
on the air that as an ethieal journalist 
ni) sources of information would al- 
ways be secret.) 

One thing we learned, as a result of 
this incident, was that the people — 
our listeners — are smart. It became 
a common local joke that the news- 
papers felt "outraged" and carried the 
investigator's announcement only be- 
cause the) had been scooped by the 
radio station. As Davis said, it turned 
out to be good publicit), and we 
picked up listeners by the score. 

Guts, of course, plays an important 
part in getting a story. It took a lot 
of guts — or maybe sheer audacity — 
to hunt down William G. Bonelli. 

Bonelli was a state official who gov- 
erned Southern California liquor li- 
censes. He disappeared shortly after 
the attorney general's office announced 
an investigation of his domain. 

One newspaper, in particular, the 
Los Angeles Times, had in effect 
brought about the liquor probe by 
repeatedly attacking Bonelli. The 
"Liquor Czar," as he was called, coun- 
tered by publishing a book called 
"Billion Dollar Blackjack" wherein he 
charged the newspaper with attempt- 
ing to "run" Southern California. 

Other area papers, wishing to catch 
the ball from the Times and run awa\ 
with the story assigned a battery of 
veteran journalists to track the for- 
mer liquor chief down. Conservative 
estimates on the number of newsmen 
hunting Bonelli plaeed the figure at 
50 — all with lush expense aecounts. 
The former offieial, however, was not 
heard from for four months. The only 
reports as to his whereabouts were the 



almost daily front-page item* in the 
bevy of newspapers that said Bonelli 
v\as in South America. Mexico City. 
Las Vegas, or the French Riviera. 

All reason would dictate that it 
would be impossible for the one-man 
staiT of radio KWIZ to hunt down the 
former liquor chief, but we decided to 
try. 1 had only a hunch and a hope. 
The hunch was that Bonelli was stay- 
ing at his ancestral ranch in the middle 
of the Arizona desert near Kingman. 
I wrote him a letter, addressed to the 
ranch, explaining that I would like to 
interview him — to find out if he was 
really hiding, to learn his views on the 
liquor probe. 

I didn't expect an answer. And 1 
didn't get one. But I knew if Bonelli 
were not at the ranch the letter would 
probably be returned. If he were 
there, the former liquor chief now 
knew my name, knew- what I wanted, 
knew I was not affiliated with the 
newspapers he considered his enemies. 
He would have no reason to fear an 
interview. He couldn't be extradited 
from another state on a mere sub- 
poena. 

'"I want 860 for expenses, to look 
for Bonelli," 1 told Hal Davis that 
week. 



11 i> onl) comment a> he authorized 
the check was "You're crazy." 

But the hunch paid off. At the ranch 
house. 1 met William G. Bonelli, lie 
stood in the doorway, holding a stack 
of almost one hundred letters similar 
to mine. "You're the first reporter to 
have guts enough to come out here.' 
he said with a welcoming smile. "The 
rest just wrote letters and waited for 
me to answer. I never answer letters." 

Our later handling of the Bonelli 
exclusive was ty pical of the policy we 
have set. We decided not to lav all 
our eggs in one basket. I split mv 
story of the interview into five parts 
— revealing only one-fifth of the in- 
formation learned in each. We re- 
leased each installment at 12 noon, 
giving us the longest play before the 
evening newspapers could pick up our 
story and run it under the banner 
headlines they gave to the aceount. 
We had newspaper reporters coming 
out of our ears. Newsmen from Sacra- 
mento to San Diego daily telephoned 
our news department at 12:15 to get 
a review of the story we had just 
aired. Los Angeles and loeal papers 
apparently scrambled to tune us in at 
noon in order to get the tid-bit offered 
that day . 
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We allowed each of the almost 200 
newspapers that carried accounts of 
onr stories to repeat them after they 
were aired on kWIZ with the proviso 
that onr station he mentioned. 

The resulting publicity focussed 
more interest on our news department 
than am other Hitgle. item we ha\e 
broadcast. We feel it brought us a 
considerable number of sponsors, too. 

However, just as in the Ikmelli case, 
we have found in our hunt for exclu- 
sive* that modern news reporters are 
all too fearful of taking a gamble — 
they overlook the big stories primarily 



because they don't think thev could 
get them if they tried. So thev don't 
try. 

That's how we happened to be the 
only news medium represented when 
Task Force 11 went through its atomic 
maneuvers off the coast of Southern 
California last \ear. We were the only 
ones who bad asked to go along. Oth- 
ers apparently felt the Navy consid- 
ered the tests too top secret to allow* 
news coverage. 

Again, we were quoted in news- 
papers, not only in Southern Cali- 
fornia, but throughout the country. 
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Building Material and Hardware sales are 
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steadily, attracting substantial and diver- 
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a significant distribution center for the 
Rocky Mountain States. 
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We have found, too, that the "twist" 
is some! hin» few reporters attempt in 
order to get an exclusive story. Much 
of our news is based on these "twists" 
on major items. 

Such was the case of the Horton 
Wingless — a saucer-shaped airplane 
developed bv a local inventor. The 
government charged, and area news- 
papers made headlines out of the fact, 
that the Horton Wingless could not 
fly. The government took the inventor 
to court. But before they did. this re- 
porter and the builder-designer spent 
almost one hour in the air aboard the 
radical craft— zooming over Southern 
California cities, proving that the ship 
could and did fl\ and was a great avi- 
ation advancement. The charges wete 
thrown out of court when our news 
accounts of the thrilling ride were pre- 
sented to the judge. \ot only did we 
make headlines, but we feel that the 
Morton Wingless will win its place in 
the aviation field, as the result of our 
ride. 

****★★★★ 

*»Ad\ crtising is the counterpart in dis- 
tribution of the machine in production. 
By the use of machine;-, onr production 
of poods and services has been multi- 
plied. By the use of mass media, ad>or- 
tij-in» multiplies the selling effort." 

FREDERIC K. GAMBLE 
President 
AAA A 

****★★★* 

These and a thousand other similar 
stories we have handled during the 
past year. They brought a lot of at- 
tention to onr station. Hut it was only 
one story — an exclusive — that brought 
about the regiment of help we now 
ha\e through Orange Conntv Yews 
Service. 

\\ hen we captured a particularly 
exciting local scoop last \ear I had the 
item mimeographed and we mailed it 
to the smaller, community newspapers 
in our coverage area. Along with the 
mimeographed story went a personal 
note to (be publisher, explaining onr 
new polic\ and calling attention to 
the big. powerful competitors that 
faced each of us. "Majbe. we could 
work out an exchange of news. - ' I 
said in the note, "to better enable all 
of us to meet the competition of the 
bigger mediums?" 

It wasn't long before Edgar F. Flfs* 
trotn, publisher of the Fullerton Daih 
A nr.? Tribune came into onr ofbee 
and said be had been thinking simi- 
larly for the past few days. And. ho 
| said, be knew of some other publtsh- 
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AMERICAN RESEARCH BUREAU 
February, 1955 Report 

GRAND RAPIDS— KALAMAZOO 





Number of Quarter Hours 
With Higher Rating 


MONDAY THRU FRIDAY 


WKZO-TV 


Station B 


7 a.m. — 5 p.m. 


144 


56 


5 p.m. — 1 1 p.m. 


83 




SATURDAY & SUNDAY 






10 a.m. — 1 1 p.m. 


80 


24 



NOTE: Survey based on sampling in the following propor- 
tions—Grand Rapids (45%), Kalamazoo {19%), 
Battle Creek (19%), Muskegon (17%). 
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WKZO — KALAMAZOO 
WKZO-TV — GRAND RAPIDS-KALAMAZOO 
WJEF — GRAND RAPIDS 
WJEF-FM — GRAND RAPIDS-KALAMAZOO 
KOLN — LINCOLN, NEBRASKA 
KOLN.TV — LINCOLN. NEBRASKA 

Associated with 
WMBD — PEORIA. ILLINOIS 




YOU NEED WKZO-TV 
TO LAND SALES 
IN WESTERN MICHIGAN! 

The February, 1955 American Research Bureau Report for 
Grand Rapids-Kalamazoo shows that \VKZ0-TV is the top- 
audience TV station in Crand Rapids and Battle Creek, a> 
well as in Kalamazoo. 

WKZO-TV is the Official Basic CBS Television Outlet for 
this area. With 100,000 watts on Channel 3, WKZO-TV 
delivers a brilliant picture to one of America's "top-25 
television markets — over half a million TV homes in 29 
Western Michigan and .Xorthern Indiana counties! 

Let Aver) -Knodel give \ou the whole WKZO-TV ston. 
100,000 WATTS e CHANNEL 3 • 1000 TOWER 

mo-TV 
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ers in the area who felt the same way. 

As a result of this meeting, six eom- 
munit\ newspapers and K\\ IZ formed 
the unique news service that has been 
labeled " I he most amazing journal- 
istic endeavor of the decade." 

W e tall it OCXS — Orange County 
News Service. It's strictly a co-op. 
Teletype machines are installed in the 
citv rooms of each of the newspapers 
and in our radio KW1Z newsroom. 
\\ e operate much on the principal of 
am wire service. Copy is filed from 
each point to the other >i.\ points on 
a "split" schedule — certain times be- 



ing allotted to each office. The news- 
papers ring our coverage area, with 
radio KWIZ in the center. At our dis- 
posal to cover stories in the area of 
each of the six communities repre- 
sented, are the reporters of each news- 
paper's staff. Similarly, the radio 
KWIZ news department is at the dis- 
posal of each of the newspapers to 
cover stories in our home town of 
Santa Ana. However, in order to han- 
dle the many affairs of this principal 
community, the newspapers also have 
hired two persons to work out of our 
office. Heretofore, each of the news- 
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papers had to maintain one full-time 
man on our community for coverage 
of community happenings. Now. they 
only pay a small portion of the previ- 
ous cost and receive the news by tele- 
type — increasing the efficiency of their 
coverage mam -fold, but at far less 
cost. 

OCXS, just like the deletion of re- 
writing, offered us increased oppur* 
tunity to track down the big exclu- 
sixes. Instead of one a day. we now 
concentrate on at least three a dav . 
And we're getting them. 

Often, we billboard our scoops — 
give them advance billing with an- 
nouncements — before we air them. 
Other times, we lay our blockbusters 
in the middle of music shows in an 
effort to keep our listeners glued to 
their radio at all times. 

There's no doubt we've broken a 
lot of radio's journalism rules. Rut 
as we look at our monthly billing for 
news sponsorship, as we read our call 
letters on the front pages of important 
newspapers, we don't care. 

Tabloid journalism in radio may be 
"Undignified. " but it pays! And it 
gets listeners, too! 
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B&M TV TEST 

( Continued jrom page 15) 

characteristics of the two products 
really set a hard test for the advertis- 
ing medium employed. 

"Now as for actual results, under 
the conditions described, let me sa\ 
that wc consider them outstanding on 
the item in largest initial distribution 
— B&M brick oven-baked beans — and 
almost astounding in connection with 
the lesser-known product, B&M brown 
bread. 

"The conclusion? Well, the test tg 
not yet over. vet I am told that it is 
gaining in momentum, and showing 
larger percentage increases on larger 
bases — an extremelv favorable sign. 
We have even expectation that the 
eventual rate of sale will he bevond 
our initial expectations. 

"Now of course all tests have a pur- 
pose, and the purpose being demon- 
strated, action based on results is nat- 
ural to assume. It is obviouslv natu- 
ral, therefore, that the results of this 
tv test should have a definite, and even- 
tual, effect upon future advertising 
programs — dependent, of course, upon 
final results, circumstances at the time, 
and the general budget. The extent of 
(Please turn to page 102) 
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Advertisement 

The South I_s Different! 



Hy Harold Walker 




Have you heard that selling the 
South takes a different formula — a 
special effort? Wondered about stories 
of "a changing South?" All right, 
here s a way to sell the South, in terms 
of it s own individual structure. 

Let us get over one point at the out- 
set. ^ ou can make sales in the South. 
It is being done right now. There is 
one formula that's different. And suc- 
cess is not so much a matter of .special 
effort, as special clioice. To get the 
best and quickest results you never 
peck away with a hairpin, you go get 
a tool designed for the job. You never 
wade through the final details, but find 
a specialized assistant, agent or sales- 
man w hom \ ou can rely on to under- 
stand your problems and interpret 
them. In radio station WDIA. Mem- 
phis, you have at hand a medium 
shaped by the Soutlfs own character, 
read) to be fitted to your organiza- 
tions needs. 

They lisK'ii lo if: Ten percent of the 
Negro population in the I nited States 
live inside the WDIA coverage area. 
'I his in itself is a heavy-spending mar- 
ket bigger than the Negro populations 
ol Chicago plus Philadelphia pins Los 
\ nicies: the biggest market of it- kind 
there is. 

In the Memphis area alone, the bus- 
tling and prosperous center of lhi« mar- 
ket, 40 percent of the population is 
\egro. And these people had never 
really been approached until WDIA 



started programming for them. There 
is still no medium, even those designed 
for the Negro readers in metropolitan 
sections of the North, which attains a 
fraction of WDIA's coverage and ac- 
ceptance here. 

For WDIA uses Negro voices and 
Negro music. \oxx hear it as y ou drive 
past a barbershop or lunch stand, or 
when you turn the dial on your own 
set — and you can't mistake its rich 
flavor. This was a wondrous and joy- 
ful thing to these folks from the start. 
Their pride and happy sense of owner- 
ship — their habit of keeping WDIA 
tuned in day and night — their whole- 
hearted welcome to the way WDIA 
came to them with their rhy thms and 
accents — have had pretty fabulous re- 
sults and still do. 

Just one result is the fact that with 
WDIA you get the top audience rat- 
ings, on all surveys, dav and night, in 
a city that has seven other stations — 
some of them on the air twenty-five 
years. The WDIA listeners don't shift 
around. They're listeners for goo</. 
Good results, too. 

It was this feeling about WDI A. too, 
that pushed WDIA from 250 watts tip 
to 50,000 watts in one great move. 
W DIA is still the only 50,000-watt sta- 
tion in Memphis. 

Willing lo spend: Yet there's still 
another aspect of this "Golden Mar- 
ket." in addition to its proven devo- 
tion to WDIA: and that's the fact that 
it consists of a group of people who 
actually buy more things than the av- 
erage, and often belter. They are eager 
customers. They know quality and na- 
tional brands. 

The Negro 40 percent of Memphis 
buys 50.6 percent of all the laundry 
bleach. They buy 00 percent of all 
deodorants. 41.5 percent of the girls' 
dresses, 0ko percent of the flour. That 
will "i\e vou some idea of the favor- 
able situation already there when you 
start advertising oyer WDIA. These 
people are earning oyer a quarter bil- 
lion dollars this year. They are spend- 



ing 80 percent of what they make, on 
consumer goods and services. They 
spend what they make. Their families, 
homes and friends are the most im- 
portant elements in their life. And 
they are 100 percent sold on WDIA. 

Only One in Amoricn: In short, 
WDIA's Memphis and Mid-South op- 
portunities are these. A market of 
1,230,724 Negroes, more than in any 
other one place in America. A market 
of 80 percent spenders who buy quan- 
tity and quality. A market in which 
nothing else comes near the coverage, 
much less the special appeal of WDIA, 
which hits them where they live. A 
market whose loyalty has lifted WDIA 
to the top- -and kept it at the top — of 
power and audience measurements. A 
market y\here — to borrow the legend- 
ary remark Gen. Forrest may never 
have uttered — you get the mostest with 
the fustest. 

Just how much yvcight is carried by 
a solid 40 percent can be seen in suc- 
cess stories of such accounts as 

Wrtaleij's fViim. Itreast O' 
ChivUen Tuna, Pan-Am Gas 
and Oil, Calumet ItaUina Paic- 
tler, Miller's Iff if/ft lAfe Beer. 

And there's a good record made by 
WDIA in the line that interests you 
most. Would vou yvrite and let us 
know the kind of product on which 
you'd like to see some eloquent fig- 
ures? We believe they 'll add up to the 
one formula for selling "a changing 
South" which would be of real advan- 
tage to you. 

WDIA is represented nationally by 
the John E. Pearson Company. 



f JrjOllxTEI'I'En, Prendent 

1IF.UT hERGl SUX, General Manager 



'Un- 



it AHO I, l> WALKER, Commercial Manager 
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WKHM Gets the 

on's Share 



BUY ANY 2 OR MORE 
OF THESE POWERFUL 
STATIONS AND SAVE 
10% FROM RATE CARD 

WKMH-Dearborn Detroit 
WKMF-Flint, Mich. 
WKHM-Jackson, Mich. 
WSAM-Saginaw, Mich. 



Represented by Headley Reed 




The biggest department stores, super markets, 
car dealers, appliance dealers, oil companies, 
banks, dairies and beverage distributors in 
Jackson place 60% to 100%* of their radio 
advertising budgets with WKHM. And that's 
smart spending, too, because WKHM is 
FIRST in JACKSON for Power ... for Ratings 
. . . for National Programs! Folks count on 
WKHM for the best Disc Jockeys . . . News 
every hour on the hour . . . and top Sports 
Events including the play by play of all Detroit 
Tiger Baseball Games night and day, at home 
and away. 

You, too, can get more Jack out of 
Jackson if you put WKHM to work for you ! 

*Names and figures on request. 



WKHM 

Jackson, Michigan 



FREDERICK A. KNORR, President 
JOHN O. GILBERT, Mg. Director 




KNORR Bftoadcffituiq CORP. 
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B&M TV TEST 

{Continued Jrom page 92) 

our action will of course be determined 
by these factors, yet it is particularly 
ol)\ ious that major consideration 
should he given to maintenance of re- 
sults- actually obtained through the test 
in the territory involved, geared to 
then-existing distribution and poten- 
tial as we then see it: that is, with 
proper relationship of cost lo sales 
volume. 

"In passing along the above cum- 
incuts to readers please emphasize our 
keen interest in the test still under- 
way, our determination to profit by it 
in our future operations, and our ap- 
preciation of the cooperation extended 
bv station \\ BAY-TV. SPONSOR and 
all involved in the staging of this very 
revealing and convincing test." 

W. G. Northgraves. B&M advertis- 
ing manager, whose own reactions to 
the B&B tv test appeared last issue ( 30 
May 1955), had this comment: 

".sponsor's periodic reports on sales 
in the \VBAY-T\ area have been read 
and carefullv studied by all of our re- 
gional sales managers since, in their 
individual sales areas the\ have mar- 



kets which, sales-wise, have many 
characteristics of the area in which 
the present test is being conducted. 
Of course, various factors such as 
competition, deals, price, as well as 
distribution, obviously enter into each 
individual market picture: but. it is 
surprising to note the similar charac- 
teristics of the Green Bav Market and 
other sales areas. 

"Personally. I feel much of the 'sim- 
ilarity is traceable to the products in- 
volved — \ew England brick oven- 
baked beans and Aew England brown 
bread — product* that are really 'spe- 
cialties', when one compares them with 
ordinarv canned beans with pork 
which, as yon know, are sold nation- 
wide and are in no sense a 'premium' 
product. 

" \nd, of course, as Ned Elwell has 
indicated in his memorandum, brown 
bread is a specialty, specialty. Al- 
though the custom of eating brown 
bread with baked beans is as common- 
place in New England as New Eng- 
land itself in most areas to the West 
and South of New England this par- 
ticular product is practicallv unknown. 
It is my feeling that the "WBAY-TV 
commercials in which both items are 



featured as a team has been respon- 
sible, for the unusual increase in sales 
of B&M brown bread. Brown bread 
really complements baked beans and 
vice versa, so that once tried, and the 
consumer has discovered the mutual 
flavor combination, repeat combina- 
tion sales are bound to follow.'" 

BACKGROUND: The memos 
from Ned Elwcll and W. G. North- 
graves indicate clearly that B&M's 
problem is selling the Cadillac of the 
bean familv (as Otto L. Kuehn Ad 
Manager Marvin Bower terms the 
product) in a market where most peo- 
ple are more accustomed to buying 
low-priced beans. B&M beans had been 
long established in the Green Bay 
area before television was begun as a 
test this year. 

Also long established was the fact 
that sales were on a steadv, hut low 
plane. The B&M tv test is not a case 
of a company getting a tremendous 
boost out of tv simply by establishing 
distribution. The company had for 

*■★*★★★★★ 

• •We arc communicators, like news- 
papers and radio at its hest, For adver- 
tising support, we mii-t provide n-cfiil 
television selling to every national ad- 
vertiser. For circulation vitality, we 
must provide programs of sii (lieiently 
varied interest to reach every home and 
i every person in that home over our 
! schedule. \\ c niiiM gamble on slums 
' on talent, on projects; and we will lose 
i in doing this all too often. But only 
a great network can afford lhe risk, 
and that is essentially why the great 
nelwork service is so important to this 
ronntrv."' 

SMA ESTER E. WEAVER, JR. 

I'residfni yifC 

some \ ears attained near 100 r < bean 
distribution in the area, lhe brown 
bread, on the other hand, had limited 
distribution and it is therefore show- 
ing the most spectacular increases. 

An indication of the problem high 
price represents to B&M can be found 
in the fact that the company has come 
out with a new size can intermediate 
between the 18 ami 27-oz. bean sizes. 
It will be priced at about 29c. making 
it easier to compete with other lower- 
priced beans. The 27-oz. bean pot 
sells foi about 35c. 

The 22-oz. size has not been intro- 
duced into the (ween Bay area to avoid 
confusing results of the test. Marvin 
| Bower pointed out there might be a 
tendency for consumers to flock away 
from the 27-oz. to the new* 22. It 
would then be difficult to judge results 
compared with last year when there 
was no 22-oz. size. * * * 



WBBT SELLERS" in the Detroit Area ! 




CKLW-TV penetrates a popu- 
lation grand total orea of 
5,295,700 in which 85% of all 
families own TV sets. 



CKLWrodiocoverso 1 5,000,000 
population area in 5 imporlanl 
slotes. The lowesl cost mojor 
slalian buy in lhe Delroil oreo. 



Channel 9 
325,000 Watts 

Notional dtp. 
Adam J. Young, Jr., Inr. 



CKLW 



800 kc Radio 
50,000 Watts 

J. E. Comp+nu, r*r*«- 
Guardian Bldg-, 0«itoH 
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KCMC-TV Dominates 

the ARK-LA-TEX 

with Power & Programs! 

On the air 110 hours 

per week with Maximum Power 




Fepreiented by VENARD, RINTOUL & McCONNEll 
WALTER M. WINDSOR, General Manager 
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MONITOR 

[Continued from page 43) 

billboards. But Gruen was also at- 
tracted hv the fact that Monitor's cum- 
ulative potential is likeh to include a 
full cross-section of listeners. "Circu- 
lation like this is certainly the 'newest 
look' in network broadcasting." said 
Hill Lucas. Gre\ Agency assistant A K. 
Monitor, incidentally, marks Gruen's 
return to national radio advertising, 
after a lapse of several seasons. 

• Carter Products, for Carter's Little 
Liv er Pills, likes Monitor s cov erage, 
and the fact that NBC Radio delivers 
a good audience in the smaller, "C" 
and "I)"' I .S. counties. "W e're hoping 
to reach a large audience of older folk, 
on a cumulative basis, with the pro- 
gram, ' said Norman L. l'elerzell, prod- 
uct group ad manager. "That's why 
we re slotting our minute participa- 
tions, for the most part, on Saturdav 
and Sunday nights. Also, stations reach 
out further at night, and will give us 
deeper penetration into rural areas.' 

• Chesebrough Manufacturing Co., 
through McCann-Lrickson, likes Moni- 
tor's commercial flexibility. "Some of 
our commercials will he live, using the 



show's personalities. Others will be 
transcribed. Part of the scheduling 
will lie done next to news and sports 
segments. But, to reach the maximum 
audience, v\e will also scatter our shot:- 
throughout the day in other program 
segments. said ad manager Albert 
Richardson. During the summertime 
run, Chesebrougb will be pushing 
Vaseline Hair Tonic, stressing the fact 
that sun. wind and water are rough on 
the nation's scalps and that VI IT is 
the answer. "The onl-of-home audi- 
ence, at all hours, is particularly im- 
portant to us,'' Richardson added. 

Summed up, admen buv ing the show 
feel that Monitor delivers a national 
radio audience at a lov\ cost, and an 
excellent chance to spread commer- 
cials around to take advantage of the 
cumulative pile-up of radio listeners 
over a long program stretch. 

Says NBC's Al Stern: 

'''Monitor is going to' be 'primar}' 
radio listening. You can relax and 
listen. You can drive and listen. You 
can do a certain amount of light work 
and listen. But you won t be able to 
read a book, or hold a cocktail party, 
or do something complicated and lis- 
ten to Monitor. 



"Monitors commercials won't just 
slide off the listener; his attention will 
be on the show."' 

Itulustru reaction: Monitor is the 
latest link in the chain of multiple- 
client participation shows that NBC 
toppers Weaver and Sarnofl hav e been 
building for several seasons on NBC. 

It follows in the footsteps of the 
'" random Plan" in radio, and later the 
"spectaculars" on NBC TV. 

But so far Monitor has met with few 
of the blasts once heard from reps who 
felt that NBC (and other national net- 
works) was making a grab for nation- 
al spot business. 

Admittedly. Monitor may attract a 
certain amount of revenue into its net- 
work option periods that might other- 
wise wind up in regular weekend na- 
tional spot radio. And reps feel the 
show is "nothing stations couldn't do 
as well for themselves." 

But Monitor has something for the 
stations and reps. too. Unlike the 
earlier network participation shows, 
the program will be fed to stations, 
gratis, during 26 non-network-oplion 
hours. Stations, in turn, can take the 
program from the network line, and 
offer its availabilities for sale through 
reps and salesmen. 

Thus, Monitor's 40-hour length will 
be occupied by clients from three 
sources: network sales, national spot 
sales, local sales by NBC Radio 
affiliates. 

The idea is already catching on 
among the networks. As SPONSOR went 
to press, Mutual was putting a some- 
what similar plan into the works, and 
ABC Radio was eyeing the Monitor 
operation closely. 

Streamlined prieina; States the of- 
ficial NBC presentation on Monitor: 

'"Your advertising schedule can be 
tailored precisely to meet vour particu- 
lar merchandising requirements. 

''It is productive and economical for 
all v\helhcr your product has a brief 
celling season, whether you need low- 
cost circulation, continuous repetition, 
whether you need to vary the intensity 
of vour advertising or the length of 
vour copy from v\eek to week." 

Here's the commercial set-up on 
Monitor : 

1. Time slots: Although Monitor 
will go up to its full dO-hour length 
next week, not all of its is available to 
NBC network advertisers. Of the total 
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WORKING? 




INDIANA 



OHIO 




This it WAVE-TV'i coveroge 
orea, based on engineering 
tfvditt ond moil response. 



KENTUCKY 
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ive your nose a brief respite from the 
grindstone. You can find what station 
has the biggest TV audience in 
Kentucky and Southern Indiana 
in ten easy minutes! — 

BY CALLING YOUR REGIONAL DISTRIBUTORS! 

Ask each, "What Louisville TV station do you 
and your friends prefer?" 

A simple question— and you'll get an equally 
simple answer , . . WAVE-TV. 
Try it and see. 

WAVE-TV 
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Affiliated with NBC, ABC, DUMONT 
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Cal Douglas 

Star of 

"WAPI NEWS" 

6:30 a.m., 8 a.m., 6:30 p.m., Monday-Friday 

"NOON EDITION" 

WABT 12 to 12:30, Monday-Friday 

Now News Director 
for the 3 stations 
WABT, WAPI, WAFM 

Cal Douglas has proved so able as a news- 
caster that He has been placed in charge of all 
new programs. In his new position he will 
nfegrate national and world news and provide 
a broader coverage of local news He will 
continue on the air in addition to his work 
oeKnd t^e scenes. 

Stars Sell on 
Alabama's 

greatest RADIO station 




Birmingham 

Represented by John Blair & Co. 
Southeast, Harry Cummings 

greatest TV station 




show, 14 hour* only are considered 
"network option time. It is in these 
times and only these times — that net- 
work clients' commercials will be aired. 

1 hese are the network's time periods 
in Monitor: 



Saturday 
Sunday 



Represented by BLAIR-TV 



f 10:00 a.m. to noon, NYT 
•j 3:00 p.m. to 6:00 p.m. 
[ 7:30 p.m. to 10:30 p.m. 
) 3:00 p.m., to 6:00 p.m.. NYT 
( 7:00 p.m., to 10:30 p.m. 

Within these periods, advertisers 
can t pin their slots down within a few 
seconds. But they can pick the half- 
hours in which they want their an- 
nouncements to he aired. And, to 
some extent, adjacencies (news, sports, 
entertainment) can be worked out. 

Other time periods of Monitor — the 
remaining 26 hours of the total 40 — 
are reserved for local stations to sell 
in regular spot channels or for local 
shows which are not being pre-empted 
by the network program. During these 
hours, NBC feeds the program, but 
can't sell national advertising in it. 

2. Rotes: One of Monitor's best 
conie-ons is its low price. 

Minute announcements in the show 
are regularly priced at $1,000 apiece, 
gross before commissions and dis- 
counts. 

Thirty-second announcements are 
told in blocks of four per ■weekend. 
Price: $3,000 for the unit of four, 
gross. 

Six-second announcements are sold 
in lots of 10 per weekend, again at a 
gross price of $3,000. 

Contracts are verj flexible. Adver- 
tisers can jump in for a short-term sat- 
uration drive of a few weeks, or they 
can stav in for 52 weeks. 

3. Discounts: There is a weekly dis- 
count structure, scaled to the number 
of minutes per weekend you buy. Max- 
imum : 10% off for 10 minutes per 
weekend. 

There's also a volume discount, 
scaled to the number of minutes used 
during 52 weeks. Maximum: 20% oil 
for 250 minutes a year. 

The discounts combine, can give an 
advertiser as much as 30%. off. 

4. Talent charges: After 1 October 
1055 there'll be a program announce- 
ment charge billed on a net basis, 
which includes the cost of Monitor tal- 
ent on live commercial copv. 

Minute announcements will be 
charged $50.00 Thirl) -second an- 
nouncements. $37.50: six-second bill- 
board. $15.00. 

5. Market-by-warlict buying: There's 
even a buy-w ithin-a-buv on Monitor. 



1 he program is available, on an indi- 
vidual station basis or as a group, on 
the five NBC Radio o&o stations in 
New York, Washington. Chicago, 
Cleveland (expected to change soon to 
Philadelphia), and San Francisco. This 
paekage is handled by NBC Spot Sales. 
Commercials on this basis, however, 
can be '"bumped" if there's a conllict 
with products of network-level clients. 

Specinl Intro offer: NBC Radio has 
a special "Introductory Dividend Plan" 
for advertisers who get on the Monitor 
bandwagon early in the game. 

Clients who place a non-cancellable 
order for an announcement schedule 
totaling 20 commercial minutes or 
more, to be aired prior to 1 October 
1955. are entitled to the following deal: 

1. One free minute of commercial 
time for every two minutes vou buv. 
1 bus. advertisers such as Western 
Union and Philip Morris receive what 
amounts to an additional 33% dis- 
count. Minute announcements then 
cost in effect a gross of $667.00. The 
offer is in lieu of discounts. 

2. Paid commercial time bought 
under this introductory plan can be 
combined with commercial time sched- 
uled after the first of October for a 
cumulative discount. For example, if 
an advertiser has signed up for the 20- 
plus-10-free minutes arrangement, and 
then orders an additional 30 minutes 
after 1 October, he pays for them at 
the 50-minute discount rate 10% off. 

3. During the introductory period. 
NBC Radio is waiving the program tal- 
ent fees mentioned earlier. 

ffoir Monitor works: The man in 

charge of Monitor's eomplex. sprawl- 
ing program format is a veteran news- 
man named Jim Fleming, the original 
news editor of NBC TV's Today. 

As Fleming outlined it to SPONSOU, 
Monitor's program structure will shape 
up something like this: 

"This isn't really 'new' radio we're 
doing." he said, "even though it's cer- 
tainlv the world's longest radio pro- 
gram. It s the oldest kind of radio — 
prov iding the listener with a stead)' 
How of interesting entertainment and 
information, and taking radio micro- 
phones wherever the)' can go. 

"Of course, well have plenty of 
newscasts, news events, and news an- 
alysis in the show. But we're going to 
try to present news in a 'different' 
style — one that will become associated 
with us. For example, we may bring 
audiences a series of news analyses 
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Spots are available on 
"Cartoon Carnival/'' 
producing ratings as 
high as 16.8 last 
March , ivith an audi- 
ence that's g r o iv i n g 
daily. Farther details 
from The Katz Agency* 
our national represen- 
tatives. 
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the outlet for 62 Tennessee and Kentucky coun- 

ties reaching a quarter of a million tv families a billion dollar 
market — with Nashville's highest towered, maximum powered 
equipment. In addition to complete coverage of Nashville, 
WL AC-TV delivers a consistently clear signal to an area that's 
''fringe'" to others, "basic fabric" to Channel 5. This exclusive 
VT LAC-TV bonus area produced S217.718.000 in retail sales 
last \ear. 



WLAC-TV 



100,000 watts • Channel 5 
CBS Basic Affiliate 
Nashville, Tennessee 



right in the middle of capsuled news- 
casts. Also, our news won't be of fixed 
length, so we can cover a stor\ and 
get a 'cumulative effect' of news. 

"We'll also cover the feature side of 
news heavily. Shirley Thomas will 
cover Hollywood. Art Buchwald will 
do features from Paris and other Euro- 
pean cities. Leon Pearson will cover 
the Broadway beat and the theatre. 
We'll have news and feature reports 
from the world's major cities Rome, 
London, Paris, Ankara. Buenos Aires, 
Hong Kong. Capetown and many oth- 
ers.'' 

But Monitor will not be a 40 -hour 
news show, although news will he a sta* 
pie in its program diet. According to 
Fleming, there will he many other ele- 
ments as well. 

There will be music, for instance. 
"Half of our music will be live," he 
told sponsor. "We will have three or- 
chestras regularly on the show, and 
we'll do pickups from eight dance re- 
motes. We don't plan to air any full- 
length serious music, although we may 
do personality interviews with famous 
musicians at music festivals or at con- 
certs. 

Sports results will he covered, with 
special outside-the-studio pickups ar- 



ranged from sports events. 

The rest of the program is largely 
anybody's guess. Fleming and his staff 
have many sources to draw upon — live 
pickups, taped interviews, pickups 
from the audio of NBC s television 
shows, feature pickups such as a dive 
on the atomic submarine Nautilus. 
Material will be culled during the 
week, and assembled into the loose 
framework of the long Monitor show. 

Monitor's sheer length is somewhat 
misleading; the program has a formu- 
la, despite its seeming lack of one. 

Eaeh hour will start with a time sig- 
nal, and a news show. This is turn will 
be followed by a sports summary in a 
fixed position. On the half hour, there 
w ill be a wrap-up of local news, weath- 
er and traffic handled by the local sta- 
tions. Stations will sell the hour and 
half-hour breaks, and will also have 
three non-recapturable minutes of com- 
mercial time to sell locally within the 
hour. And, some of the network adver- 
tisers are already insisting that their 
commercials be spotted next to fixed 
features, such as the news. 

This formula holds true for both the 
network and non-network portions. 
The main difference: In the non-net- 
work portions of Monitor (those por- 
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Akron's only Independent— we're home folks. 

TIM ELLIOT, President 
John E. Pearson Co., National Representatives 



lions outside of the 14 "network op- 
tion" hours) the stations can sell all 
of the commercial slots. And. they're 
not charged for the program ser\ ice, 
which is fed to them like a co-op show. 

Monitor will he worked in shifts, as 
far as the broadcast talent is con- 
cerned. Hie program will be <*plit up 
into four-hour blocks, presided over bv 
a "communicator"- -a Pat Weaverism 
for "master of ceremonies." Each 
"communicator"' will be backed up 
with a team consisting of a name disk 
jockey, newscasters, sports editor, 
writers and program executives. 

The list of "communicators" con- 
tains man) familiar names: 

Dave Garrowa), Morgan Beatty, Bed 
Barber, Clifton Fadimau, Walter Kier- 
nan, Ben Grauer, John Cameron Swa\- 
ze, Frank Blair and others. 

In addition, a number of radio-tv 
personalities who have appeared on 
many an NBC show — Bob and Ba\. 
Mien Funt, Henry Morgan, to name a 
few- -will handle regular or occasional 
commentary and entertainment fea- 
tures. 

Push-button studio: One of NBC 

Radio's major investments in Monitor 
is the newest studio in network radio, 
built at a cost of some Si 50,000. 
Called "Radio Central," it is a wonder- 
land of push-buttons and softly-lit 
broadcast consoles that occupies a 
space just in front of NBC's Master 
Control on the fifth floor of New 
York's BCA Building. 

Executive Producer Jim Fleming 
calls the new studio, home base for 
Monitor, "a listening post on the 
world." 

Communicators will sit at a control 
console which provides 24 different 
sources of monitoring, both foreign 
and domestic. Among the push-button 
radio sources: trans-Atlantic and over- 
seas broadcast circuits, special broad- 
cast lines and long-distanee lines, and 
MKTs regular radio and tv audio 
lines. 

The console allows for the handling 
of 12 individual pickup points at one 
lime, in any combination. In addi- 
tion, the Radio Central studio will be 
in contact with roving NBC reporters 
operating in the new, slick Ford Thun- 
derbird units equipped with two-way 
radio, and with NBC reporters flying 
over major cities to check on traffic 
conditions. 

NBC's News Room is heing moved 
in next door to the new studio on the 
north side to become part of the Moni- 
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A Case Study 



THE AREA OF EFFECTIVENESS OF 
A SELECTED VHF TELEVISION 

STATION 

By 

J. H. Westing, W. D. Knight and other Faculty 
Members of the School of Commerce of the 
University of Wisconsin, is now available. 

This Research is based on WBAY-TV, Green Bay, 
and was conducted during 1954. 

Our present Research project for B&M Beans 
and Brown Bread is in no way connected with 
the above. 



For a free copy of the AREA OF EFFECTIVENESS OF 
A SELECTED VHF TELEVISION STATION, 
write WBAY-TV, Green Bay, Wisconsin. 



tor operation-. \\ ith all of the press 
services available a few feet away, bul- 
letins can be brought to the communi- 
cator, says 'NBC, in a matter of sec- 
onds. A full news staff will be on con- 
tinuous duly to revamp and update the 
news. 

••Monitor" research: With the pro- 
pram in its infancy as sponsor went to 
press, there naturally isn't a rating or 
research case history to show whether 
or not Monitor is a big success or just 
another slioW. 

.NBC, however, has made some cau- 
tions predictions : 

1. Audience size: NBC is pretty 
sure the show will draw well. 

Prior to the show's start. NBC used 
105 identification announcements (at 
network cue time) and 52 minute an- 
nouncements on the NBC TV network 
- an airtime investment of $600,000. 
In addition, $170,000 worth of radio 
cues and announcements were used to 
boost the show in advance. This, in 
turn, was backed with a promotion 
schedule of 500-line newspaper ads in 
20 markets on '\\I-Da ,*' 12 June, and 
a pie-broadcast publicity job. 
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The kick-off simulcast drew plenty 
of attention, too. It was aired on some 
45 stations of the 53 basic outlets of 
NBC TV. covering approximately 80% 
of all U.S. tv homes. On radio, the 
show is scheduled on a lineup of 180 
stations, representing coverage of 
about 90% of all U.S. radio homes. 

Monitor s premiere w as seen, by 
NBC's guesstimate, in some 3,000,000 
tv homes during the premiere, and was 
heard in 1,600,000 radio homes and an 
uncounted number of out-of-bome loca- 
tions. 

According to Director of Operations 
AI Stern, Monitor's weekl\ home au- 
dience will amount to "about 4,000,000 
unduplicated" each weekend, now that 
the show will operate as a radio-only 
vehicle. 

2. Audience vs. costs: Again, guess- 
work is in order. NBC researchers 
feel that the show will easily draw a 
1.5 Nielsen radio rating nationally. 
This will produce a cost-per-1,000 
homes of 96c on the minute announce- 
ments, 73c on the 30-second participa- 
tions, and 29c on the six-second bill- 
board — a set of figures highly com- 
petitive with any ad medium in sight. 

★ * * 
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LOCAL RADIO'S STRENGTH 

{Continued from page 39) 

for the job, that is 17 weeks instead of 
six months. 

This is the strategy that produced 
those results. 

When WAVY approached McLean, 
the station management bad an idea of 
the tvpe of schedule that would reach 
potential new home owners. \YAV\ 
reasoned that the weekend is the time 
when the family gets into the car and 
goes "home shopping" — in fact, this 
tradition is so firmly entrenched that 
some families that have neither the 
need nor the money for a new home 
can t resist tire weekend "real estate 
hopping.'' 

Said WW Y: "Why not reach these 
people at a time and on the days when 
their habit and mood w ould make them 
most receptive to a sales idea and a 
bonse-himting suggestion?" 

McLean bought the idea, and from 
21 April through 14 August 1954 
WWY's Kurt Webster delivered Mc- 
Lean commercials in Saturday Session, 
I :30-2:()0 p.m. and Sunday Session, 
12:00-2:1)0 p.m., two musical pro- 
grams. The copy was ad-libbed and in- 



terwoven with Webster's comments on 
highway traffic conditions, weather re- 
ports and comments about the music. 

Concluded McLean's Richard Davis: 
"Just as soon as we get started on other 
housing developments which we plan, 
we promise to return to WAVY." 

It's interesting to note that McLean 
led the way to the airways among local 
builders, and that the firm's advertis- 
ing approach has since been copied 
both on WAVY and on other radio 
stations by other local builders and 
real estate developers. 

Appti times: Caprino Television & 
Appliance Co.. Jamestown. N.Y,, runs 
50 minute announcements weekly over 
WJTN, Jamestown, N. Y. 

Until a year ago, Caprino had mere- 
ly been a service agency for television 
sets. Today his name has become so 
familiar in Jamestown as the place to 
buy all appliances, that Joe Caprino 
now sells more Sylvania tv sets than 
any other dealer in Southwestern New 
York, is expanding his line to include 
furniture and has added a branch store 
in Sinclairville, New York. 

How did Caprino build his volume? 
A long-time radio user, he switched to 
saturation announcement schedules 
over WJTN in fall 1954. He bought 
50 one-minute announcements a week 
on a floating schedule seven days week- 
ly. His objective: both to sell tv sets, 
appliances and services and to build 
the store name. 

His agency. H. J. Weil Advertising 
of Buffalo, developed a slogan for him 
("Go, go, go see Joe!") that was so 
successful, Joe Caprino's brother bor- 
rowed it to advertise his new barber 
shop a few months ago. Said his radio 
announcements: "Co, go, go see Joe's 
brother." 

Caprino had been using radio for 
five years before the heavy announce- 
ment campaign. Through the years his 
radio budget had grown to the point 
where it look 65 r { of over-all adver- 
tising expenditures, lie switched tae- 
tics and added to his radio dollars last 
fall when he had two carloads of Syl- 
vania sets to sell. They were piled on 
the sidewalks and they had to go fast. 
Caprino bought 85 announcements for 
the fust week. Shortly thereafter the 
sidewalks were clear again. 

Said Caprino to Si Goldman, presi- 
dent of WJTN and WJTN-FM: "1954 
was the biggest volume year in my 
history, and I felt it was only proper to 
{Please turn to page 1 14) 
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ALL THESE AND MORE, ARE INCLUDED IN 1955 FALL FACTS OUT 11 JULY 



"I am very much taken with the section in your Fall Facts Issue labeled TV Basics. I would 
like each one of our account executives to have it. Would you send me 10 copies and please 
hill me accordingly.*' 

II. Lyman Hart, pres., 
Hart-Conway Co., Rochester, .V. Y 

"There's only one word for it: Terrific! I'm referring to sponsor's Fall Facts Le>*ue„" 

Goorgo J. Ahrams, v. p., Block Drug Co., Jersey City 



"A record breaker in size, so was your 
eighth annual Fall Facts Issue a record 
breaker in the amount of pertinent, pithy 
information crammed in highly readable 
form into its pages. Congratulations to 
you and the staff of sponsor on a monu- 
mental task, superbly done," 

S> lvc*trr I,. Weaver Jr., pres., 
NBC, New York 



"That 268-page behemoth was passed on 
to our Sales Manager with the following 
message: "Please see that all sales per- 
sonnel read and initial this issue. It'" 
loaded!'" 




Lawrence II. Rogers II, 
WSA'LTV, Huntington, If. 



V.P; 

Va. 



"We are very much interested in passing 
on to our clients the information contained 
in your Radio and Television Basics from 
your Fall Facts Issue. We would appre- 
ciate receiving 100 copies." 

I, nana K. Lewis, radio & tv dir., 
Aylin Adv. Agency, Houston 



\nf eYt* not stretching it. The* Fall Facts Issue (this is our 

ninth) is iuvalnahle to thnehnyers, account executives, ad managers, 

radio and tv directors, station execnti\es. Nowhere else can they 

get hest-huying ti[>s. costs, trends, directories. Nowhere else can they get 

1955 Radio Basics, Tv Basics, Film Basics, Timehuying Basics. 

Nowhere else can they learn why this fall and winter are different 

and how to cash in on the difference. They get this (ami niiich more) 

while they're hnrning midnight oil making fall and winter decisions. 

The 1955 Fall Facts is all meat. It's 100% geared to buyer nsp. 

Anything that doesn't fit the use requirement is out. That's 

why your advertising message should he in. 



Deadline 

27 June 



Publication 
11 July 
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| Sponsor, 40 E, 49th Street, New York 17, New York 

I 
I 



Please reserve 



page(s) in sponsor's 9th annual Fall Fact* Basics. 



M) position preference (s) is: 

□ TV SECTION □ TIMEBU VI NG BASICS Q RADIO BASICS 

Q RADIO SECTION Q TV BASICS □ TV FILM BASICS 



SIGNED ... FIRM 

$900 I/2 page $265 
$450 I/3 page $180 

$330 1/6 paqe $100 

f.Vhove sre single Insertion r»te«; contract a<lrertl«erj pay 
their regular famed discount rates-) 



RATES: double spread 
full page 
2/3 page .... 



MECHANICAL REQUIREMENTS 
Same a< rcculur Issue of SPONSOR 
except blew! paices must measure S%" 
i 12.'," per paee (Fall FacU U 
It do it Itched ) 



IN EVANSVILLE INDIANA 




SALES WITH SHOWMANSHIP 

HIGH NOON RANCH 

Mon. thru Fri. — 11 :45 to 12:15 

l-'catui ing Dong Oldham and ihe 
Dixie Six, Jcannic Lamb and 
rhs-.es Cailini I he lops in "li\e 
local" pi ogramming. 



LOCAL RADIO'S STRENGTH 

(Continued jrom page 110) 

send my formal appreciation to WJ1 X 
for the part it had in helping me 
achieve this record. As you know, we 
used WJTN from the minute I had a 
slock of television sets to sell, and have 
used it consistently since that day . . . 
increasing my use of its every year and 
my husiness has increased every year. 

"WJTN has helped me become 
known throughout southwestern New 
York and northwestern Pennsylvania, 
and has played a major role in the out- 
standing success I've had in selling 
Sj lvania tv sets and Whirlpool wash- 
ers and driers as well as other lines. 

'''Co, go, go see Joe!' has become 
so well known and so familiar solely 
and completely through WJTN. . . ." 



PARTICIPATIONS AVAILABLE 
Represented by 

MEEKER TV. INC. — ADAM YOUNG 
ST. LOUIS 




FIRST 

IN 

PUEBLO 

COLORADO 

KKTV 

CHANNEL 11 

FIRST IN 
COLORADO 
SPRINGS, TOO 

Covering Colorado Springs and Pueblo 
for CBS, ABC, and DuMont 

television networks 
NATIONAL SALES OFFICE 
KKTV, PUEBLO, COLORADO 

Repreiented by GEO. P. HOLUNGBERY 



Apparel: Cy's Campus Sport Shop, 
Pullman, Wash., has announcement 
schedules over KOFE, Pullman, Wash. 

When Cy Jacobs bought out a sports 
shop in February 1954. he decided that 
Cy's Campus Sport Shop would be- 
come "the" store where Washington 
State and University of Idaho students 
were concerned. His medium: an- 
nouncements in popular KOFE record 
shows. 

He started with a five-a-week sched- 
ule, stepped up his advertising to 10 
and 12 announcements a week as busi- 
ness boomed. In each instance, he sells 
a particular item of clothing or en- 
semble. There's the story of the An- 
geles Peggers (casual denim men's 
slacks) for example. Cv Jacobs began 
advertising them over KOFE, put 95% 
of his budget for advertising them on 
that station. Within a year the slacks 
have become dc rigeur on campus, and 
are now the only kind young men in 
the area will wear. Pullman clothing 
retailers all want to carry the line now. 

In April 1954, he introduced "Lady 
Manhattan" shirls for girls. On the 
first weekend, and as a result of 10 an- 
nouncements o\er KOFE onlv, more 
than 100 shirts were sold. 

hi September 1954 he advertised 
"Cougar jackets" on KOFE. By spend- 
ing $70 on the station. Cy Jacobs sold 
over $4,500 of lhese wool jackets in 
three weeks, f rom February through 
December 1951. the store sold 1,200 
pairs of the denim " Angeles Peggers ' 
slacks as a result of a 95% KOFE ad- 
vertising budget. 

February 1955 showed a 5Q rf r in- 
crease in store volume over February 



1953, yet the enrollment at WSC and 
the University of Idaho had not 
changed appreciably. 

Here's a sample of the rather un- 
likely collegiate humor in the commer- 
cials that has done the fabulous sales 
job (in this instance for Lady Man- 
hattan shirts) : 

Announcer — "It is night on the 
Thames. High above the murky river, 
in a cozy little f»4-room ca>tle, a touch- 
ing scene unfolds." 

Woman: Hello. 

Man : Hello. 

Woman: You're familiar. 

Man: So I've been told. 

Woman: I've seen you in church. I 
believe. . . 

Man: I've been there. 

Woman: . . . why, good heaven?! I 
do believe you're my husband! And 
where've y ou been, m'lord? 

Man: Why, I've been living in thjjj 
east wing for the past 37 years, m'lady. 

Woman: Why. then you are my hus- 
band. Lord Manhattan. 

Man: Lady Manhattan. 

The announcer makes a brief clos- 
ing pitch in the same vein, and the 
coeds come rushing into Cy's to buv 
and buy and buy. 

Writes Cy Jacobs about the sales re- 
sults in this RAB entry: "I do hereby 
swear and affirm that all statements 
contained herein are true and correct, 
except for being understatements." 

Specialized serines; Standard Ra- 
dio and Record Co., Seattle. Wash,, 
lias a 52-week announcement schedules 
over KXA. Seattle. Despite the fact 
that major record manufacturers re- 
duced di-k prices about 30% last year, 
the Standard managed to increase its 
dollar volume by 30% in 1954 with 
the help of radio. It has also taken a 
commanding lead over retail competi- 
tion in the market (29 retailers exclu- 
sive of variety and department stores). 

This independently owned record 
shop has an annual advertising budget 
of over $5,000, puts 75% of this into 
radio. I Of the remainder, 15% goes 
for catalogues. 10% to newspapers). 

Standard Radio uses a minimum of 
four straight one-minute announce- 
ments dailv. on KXA. Seattle, seven 
days a week, all year 'round. The 
pitches run at all times of the day, but 
only during da) time hours and when 
music is featured. The weeklj expen- 
diture averages $110. 

Planning to renew its radio schedule 
for the third consecutive year, Stand- 
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PORTRAITS OF WGY-LAND 




SCHENECTADY, N. Y. 




Hello. I'm Martha Brooks— hostess on the Martha Brooks Show 
(WGY Monday thru Friday— 9:15-10:00 a.m.) Today I'd like to tell 
you something about the WGY market area. 



Schenectady, N. Y. is the second largest city in the 
New York Capital District market which ranks 32 in 
national retail sales. (Albany, N. Y. is the first city) 
Schenectady has a population of more than 98,000. It 
is the center of heavy industry for eastern New York. 
Schenectady is the western gateway to the rich farm 
country of the Mohawk Valley. 

Schenectady is just one of 22 cities in WGY-land 



with a population more than 10,000. The entire WGY 
market includes 1,004,750 radio homes in 53 coun- 
ties of New York and New England. 

I can help you reach this market during prime 
morning hours on the Martha Brooks Show. 

Just one thing more. Only one radio station can 
reach this huge market for You. 




A GENERAL ELECTRIC STATION 



ALBANY— TROY— SCHENECTADY— plus— 53 counties in New York and New England 
Represented nationally by Henry I. Christal Co., Inc. New York ★ Boston * Detroit * San Francisco 



13 JUNE 1955 
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El Paso County 

4th in Texas 
In Per Family 
Effective Buying 
Income* 



TEXAS' TOP 10 COUNTIES 




1 


Dallas Count} (Dallas) 


$6,440 


2 


1 ibbock County (Lubbork 


6 338 


5- 


-Harris County 'Houston) 


6 276 


4- 


-EL PASO COUNTY (El Paso) 


6.155 




lefferson County (Beaumont) 


5.928 


6- 


-Nueces County Corpus Chr iti) 


5.829 




Travis County (Austin) 


5.598 




Tarrant County (Fort Worth) 


S 528 


9 


-Be^ar County (San Antonio) 


5 31 1 


10- 


-Mi 1 ennan County (Waco) 


4 641 




1 I i Hates Mgmt Survey "f Ruvtne 


Power 



KROD-TV 

CHANNEL 4 

EL PASO texas 

CBS - DUMONT - ABC 



AFFILIATED with KROD-600 kc (5000w 
Owned & Operated by El Paso Times, Inc 



lift. Nilkiiuliy by rh< BRAN HAM COMPANY 





m BEATS 

"EM ALL 



According to 
Morch 1-7 
Telepulse, 
KTVH fios 
15 of fop 
IS weekly 
ond 9 of 10 
top multi- 
weekly shows 



"Windy" invites you to join the "Blue Ribbon ' 
list of advertisers now taking advantage of 
KTVH's dominance of the TV audience 
in the rich mid Kansas area. Do it now— by 
contacting a KTVH representative, today! 



VHF 
240.000 
WATTS 



KTVH 

HUTCHINSON 



CBS BASIC— DUMONT 




R«pret*n!ed Noltooolly by H-R Rcprcicotattvtt. tnc 

KTVH [>(<m««i station in mh < cnti i) 
Kansas serves twin 111 in II nnpoitint 
communities besides Wulnla Mam 
office and studios in Hutchinson; office 
a iid studio in Wichita (Hotel Lassen) 
Howard (I. I'ctei son, < "ii nci til Manage! 



anl will increase its radio appropria- 
tion by about one-third. 

The shop's owner, Millard Smith, 
reports that the KXA announcements 
have produced complete sellouts on 
specific groupings of record stocks and 
name brand record players. Saxs he: 
"'Xover have we had results like this 
from any other advertising. Hundreds 
of people mention KXA when they 
come in. and il is easy to trace sales of 
large equipment and records to this 
source alone. KXA has proved to be 
the best medium for our advertising/' 

Smith also reports that the last mea- 
sured week in 195S (the ninth week) 
showed an 809c sales gain over the 
same week in 1954. 

The shop s over all advertising ob- 
jectives: to sell merchandise, build 
store traffic and establish good will. 
To further these aims, the client co- 
operates with the station in many 
ways. lie allows KXA to prepare and 
schedule all announcements. He sup- 
ports his air advertising by exhibiting 
window displays furnished by KXA. 
by in-store signs, and by displays 
pointing up KXA-advertised items. 

Grot* fry pttulints: R. E. Click & 
Sons, Corning, Cal., uses weekday par- 
ticipations over WCAU, Philadelphia. 

In Philadelphia, Click had tradition- 
all) been a small newspaper advertiser, 
using two-inch ads or at maximum, 
one-column ads. Yet the competition 
in the market from nationally adver- 
tised olives has been considerable dur- 
ing tht; past decade or more. Until re- 
cently, ripe olives had been luxury 
items. WCAU suggested that they be 
sold "to the person next door" and in 
quantities al that. 

Click's local distributor, the Ceorge 
C. Washington Co. passed along to the 
sponsor WCAU's suggested schedule of 
participations on the John Trent 
Housewives* Protective League shows. 
Click decided to give radio a 13-week 
whirl. Today Click's Pipe Olives are 
the JSo. One seller in the Philadelphia 
area. Click's business in Philadelphia 
doubled in 1954. and the firm has al- 
read\ signed up for sex en more 13- 
wcok periods. 

Generally, Click's schedule on 
\\ CAl \\n> the following: two after- 
noon announcements between 4:30 
p.m. and 1:55 p.m.. and one. evening 
annotreentcnt between 10:30 p.m. and 
11:00 p.m. one week. The alternate 
week Click bought two evening and 
one afternoon participations. Schedule 



ran on a Monday-through-Friday basis. 
Weekly cost of the participations was 
$195. 

Here's how Howard A. Washington, 
partner in Click's Philadelphia dis- 
tributing house, described the results 
to WCAU: "We have noted since P>. E. 
Click & Sons contracted for time on 
your radio program, Housewives' Pro- 
tective League, that we have been able 
to secure larger outlets which are the 
major chains and supermarkets. We 
are very happy to see that our sales 
volume has more than doubled since 
entering this program." 

Graeeru store: Zink's Super Market. 
Salem, Ind., sponsors a 15-minute 
morning program on WSLM. Salem, 
hid. 

Cailard Zink got into the super mar- 
ket business some 17 years ago, after 
returning from Chicago to see his 
father's store empty on trade. After 
one year, the store grossed $25,000. 
Today his volume is $200,000, and he 
expect* $225,000 in 1955. 

Zink's sales volume has been increas- 
ing steadily in the past three years. It 
was $185,000 when WSLM went on 
the air. Since that lime two-thirds of 
his $7,000 annual advertising budget 
has gone into radio, the remainder into 
direct mail. His customers are both 
the rural and urban housewives. These 
he reaches with Statesmen Quartet, a 
transcribed 15-minute feature aired 
daily. Monday through Saturday, at 
8:00 a.m. 

The main interest of the show is the 
reading of the names of people who 
register at Zink's, and have their names 
tape recorded for broadcast. During 
this reading, an alarm clock goes off, 
and the person whose name is being 
read at that lime gets a basket of groc- 
eries. It's the grass roots give-away 
show, to musical accompaniment from 
the quartet which sings pop tunes. 

Besides sponsoring this program. 
Zink also buys announcements. To test 
radio's pull, for example. Zink ran a 
special on hams and potatoes. Within 
two hours after the show, Zink had 
sold two dozen hams and b\ noon. 50 
bushels of potatoes. 

To promote the store's anniversary 
on radio. Zink offered to give away hot 
dogs, got traffic of 5,000 visitors in- 
stead of the expected 3,000, ami had 
to bu\ 2.000 more wieners in a hurry. 

Zink told broadcasters and admen 
about his experience with radio at the 
recent X VHTH Convention (See SPON- 
SOR 30 May. page 112). * * * 



116 



SPONSOR 



SPONSORS WARM TO AP 

Because . . . it's better 
and iCs better knoivn. 



"Airliner Down . . . 
on my way " 



Case History No. 9 



The jangle of a telephone startled 
Bill Bowers, News Director of KTTS 
and KTTS-TV, Springfield, Mo., out 
of a sound sleep shortly before mid- 
night. A deputy sheriff was calling — 
one of Bowers' good news sources. 
Bowers listened, suddenly wide 
awake. Seconds later he put in calls 
to The Associated Press bureau at 
Kansas City, and to his station: 

"An airliner's reported down 
north of the airport," he said. 
"I'm on my way." 

His call gave The AP a head start 
on the crash, in which 13 were killed, 
22 injured. But Bill's work had just 
started. 

He drove through a chilly rain to 
the crash area. Plodding over a 
muddy farm field, he reached the 
wreckage just as survivors were being 
removed. 

He helped ambulance drivers. He 
interviewed survivors. He started 
work on an identification list. His 
back, still sensitive from a recent spi- 
nal operation, began to hurt. He con- 
tinued his rounds. 

The AP, meanwhile, was wrapping 
up other details through a multitude 
of telephone calls. Bowers came 
through again— with the first survivor 
interview, plus a casualty list. 

Soon, AP staffmen arrived from 
Kansas City and Bowers helped them 




. . . meantime feeding the story to his 
station. 

Twenty-four hours later, Bill Bow- 
ers was able to resume his interrupted 
sleep. And the next day, the doctor 
put a brace on his back again.. But 
Bowers didn't mind. 

"I am proud of the way all of us 



handled the story," he said. "It's that 
spirit of cooperation that makes AP 
a great service." 

I till Bowers is one of the 
many thousands of active 
newsmen who main' The 
AP heller . . . and heller 
kit own. | 



If your station is not yet using 
Associated l'ress service, your AI> 
Field Representative can ci\e >ou 
complete information. Or virile- 




Those who know famous brands. ..know the most famous name in news is IP 




13 JUNE 1955 



117 



tV©m> (/ costs lass 

in sell 
MINNEAPOLIS 
ST. PALL 

Maximum power at minimum 
cost — choice availabilities. 




Officii, SludlM, Tron i miller 

FOSHAY TOWER 

Mlnn«flp»lli 
Rtpraitmed N 0 t.coal!yby H-RTElEVlSlON, INC. 



TRIED by a 
10 MAN JURY 




Yes, 10 of the current accounts 
on Bob Trcbor's "DAY- 
BREAKER" Show have been 
sponsors foi 3 or more years. 
Several for AVi years on this 
5-year-old show. 

The verdict of this 10-man 
jury is justified! From morning 
to night WVET gets results 
in-the Metropolitan Rochester- 
Western New York Market, 
3rd largest in America's first 
State 

5000 WATTS 
1280 KC 




BOB TREBOR 



IN ROCHESTER, N. Y. 



Represented Nationally by 
THE BOLLING COMPANY 



PROCTER b GAMBLE 

(Continued from page 35) 

sponsors the two top-rated daytime 
programs, Search for Tomorroiv and 
The Guiding Light, botli on CBS TV. 
The first show reached over 5,600.000 
homes per show in March, the second 
almost 5.350,000. (hi 1949, by com- 
parison. P&G's top radio serial, Ma 
Perkins reached 4,325,000 homes for 
Oxydol — this year the figure w as down 
to 2,431.000, according to Nielsen. 

As for why daytime advertising is 
needed. P&G explains it as arising 
from the pressures of the marketplace 
and competition. Daytime air expo- 
sure is essential because this is the 
most efficient route to the primary 
prospect, the fickle housewife. As de- 
veloped during the radio era, P&G's 
daytime air advertising via soap operas 
has been based on the principle of 
frequency, the ideal being a situation 
in which as many housewives as pos- 
sible listen to your show as often as 
possible. 

Whether on radio or tv, this daytime 
approach prevails. The importance of 
frequency is underscored by this P&G 
agency account man's statement: "The 
figures show that a soap brand is con- 
stantly losing and adding customers. 
Actually, there appears to be little 
brand loyalty at all, rather an inces- 
sant flow of customers to and from 
)Our product. This means that you not 
only have to hit them as frequently as 
possible, but that you can never stop. 
If \ou do, you can't replace those cus- 
tomers )ou've lost, not to speak of 
attracting new ones." 

What is surprising, he notes, is that 
despite the lack of any observable true 
brand loyalty, the relative ranking of 
the brands appears to remain stable. 
, This is at least a partial reflection, he 
feels, of the amount of advertising the 
brands get. 

It was the soap opera's great con- 
tribution to commercial broadcasting 
to have met these needs of frequency 
and volume. When P&G radio head 
Bill Ramsey brought Ma Perkins to 
national coverage over two decades 
ago, after a successful 13-week experi- 
ment in Cincinnati, he was pioneering 
a program form which quickly proved 
capable of attracting and holding large 
female audiences. 

The simple, historic fact is that for 
o\cr two decades, the oft-maligned 



soap opera has continued to be the 
most popular program type in daytime 
radio. This holds true today. The 
latest Nielsen standings showed that 
the first 10 daytime radio programs 
were all daytime serials. 

Their hold on audiences knows no 
equals. Ma Perkins has been on the 
air for 22 years, Pepper Young's Fam- 
ily 19, Right to Happiness 16, Road of 
Life 17, The Guiding Light 18, Perry 
Mason 1 1 . 

P&G's oldest going tv serial is 
Search for Tomorroiv, now in its 
fourth year. But already it has proved 
able to surpass its radio fore-runners 
in two important respects: ratings and 
da) -to-day holding power. In March 
Search had an average-per-ininute 
Nielsen rating of 17.2. the top da) time 
rating. In March of 1949, by com- 
parison, Ma Perkins on radio held 
down a respectable but much lower 
11.1. (Tv rating is percent to homes 
in areas covered; radio is percent of 
all radio homes. Comparison, there- 
fore, is an indication of popularity 
potential rather than homes delivered.) 

Search delivers, too, an impressive 
frequency of viewing. According to 
Nielsen data, close to half of the audi- 
ence watches four or five times a week. 
No radio serial, according to a P&G 
spokesman, has managed that striking 
a frequency of viewing. 

To this frequency record must be 
added the full "reach" story of Search 
to appreciate what P&G sees as the 
da) time potential in tv. The net 
weekly audience is 27^o of all U. S. tv 
homes. Over a four-week period, the 
unduplicated coverage is 39.7 r <. 

But Search and Light are by no 
means representative of what P&G gets 
on its other daytime tv shows. Road 
of Life which has been dropped, deliv- 
ered only 1,717,000 homes in March, 
while its radio counterpart delivered 
2.201,000. Concerning Miss Marlowe, 
which has also been dropped, delivered 
1,779,000. Brighter Day came in with 
2.890.000 homes. 

This does not compare favorably with 
main of the radio serials. Examples 
(Maich) : Our Gal Sunday, 2,201,000 
homes; Young Dr. Malone, 2,247,000: 
Gliding Light, 2,293,000. 

The iv-rndio ctmthUutiUtu; l'&G 
and its agencies practice a combina- 
tion tv-radio policy. Tv, it is held, 
delivers the audience core, the basic 

SPONSOR 



prospect group. You then emplo) ra- 
dio to "extend" your audience reach. 

The chart on page 35 illustrates this 
thinking. It was prepared by CBS 
Radio Research from special Nielsen 
data. The tv show is Brighter Day, on 
at 4:00 p.m. The radio show is The 
Guiding Light, at 1 :45 p.m. The radio 
serial during the period studied was 
heard in 13.9% of U. S. tv homes and 
in 16.2% of all radio homes. The tv 
serial was reaching 29.3% of all tv 
homes and 19.9% of all radio homes. 
The combination extended the net tv 
reach 33%, delivering a total of 39.0% 
of all tv homes. It extended the net 
radio reach 66.8%, delivering a total 
of 33.2% of all radio homes. 

Radio will continue to be important 
for a number of P&G brands for the 
following reasons outlined by Paul 
Huth, director of media: 

1. Network radio is still first among 
the media in delivering low cost-per- 
1,000 for P&G brands; 

2. Radio goes into areas tliat can- 
not be reached by tv; 

3. There is a substantial amount of 
listening in tv homes; 

4. Listening is higher still in radio- 
only homes; 

5. Radio is at its most efficient dur- 
ing the daytime, and even in the old 
days P&G was not much of a nighttime 
radio advertiser. 

6. Network radio for P&G, at least, 
still appears to be the most practical 
means of reaching the widely scattered 
radio audience. 

Cumulative audience: This princi- 
ple of extension of audience found in 
the radio-tv combination is tied in 




"She writes, M just bought a home 
advertised on KRIZ Phoenix, with 
a lovely rock garden'." 



with the ceaseless search for the large 
cumulative audience. Standard P&G 
practice on tv, both daytime and 
nighttime, is to spread sponsorship by 
a single brand over several shows 
rather than limit it to one. A P&G 
agency researcher explains why: 

"With one show you might, let us 
say, reach 60% of all tv homes in four 
weeks. (The reference is to evening 
programing, but the principle remains 
the same for daytime.) But with two 
shows you might reach 80-85% of all 
tv homes and get a more diversified 
audience in addition." 

The budget problem actually ap- 
pears to play as basic a role in P&G's 
multiple-sponsorship as any well de- ' 
veloped media theory. Says A. N. Hal- 
verstadt, manager of the advertising 
production division: 

"There isn't an advertiser who is 
not concerned today with rising tv 
costs. It is our obligation to make 
advertising dollars stretch as far as 
possible. At today's prices, single- 
brand sponsorship is simply too rich 
for any one brand." 

spoivsor's Comparagraph shows that 
this spring only Tide enjoyed single- 
brand sponsorship of a tv show (Con- 
cerning Miss Marlowe), but this was 
only for two-and-a-half days a week. 
Three or four brands have been split- 
ting the costs of the other daytime 
shows. At night, incidentally, no brand 
appears to have more than half-spon- 
sorship of any show. 

Multiple-brand sponsorship is noth- 
ing new for P&G, says Halverstadt. It 
is applied to radio as well. This spring 
there were five radio shows with single- 
brand sponsorship; eight carried two 
or more brands. In 1947, by com- 
parison, all P&G radio shows except 
one — there were 14 daytime, six night- 
time programs — were sponsored by 
single brands. 

Hide of ttw rniimj: Tv s risjng costs 
have created ever-mounting pressures 
for top ratings and dollar efficiency for 
P&G. To make ad expenditures pay 
off in tv these days, P&G has to reach 
tremendous audiences: unless it does, 
cost for reaching the prospect becomes 
too high. The measure of its adver- 
tising efficiency is therefore cost-per- 
1.000, while the key to the problem in 
the long run is the rating. 

Tv time during the day, it is pointed 
out by those who feel P&G's romance 
w ith the medium cannot la^t. costs half 
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52 star-spangled films, paced by 
top names from Hollywood and 
Broadway . . .great scripts . . . superb 
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Quad-City 
Employment 
is up and Steady 



Employment at the large farm im- 
plement plants and at some 300 
other factories is tceeping pace 
with increased production sched- 
ules. Forecasts of a busy pros- 
perous 1955 in the Quad-Cities 
have materialized into an active 
buying market of '/) million peo- 
ple. 

The Quad-Cities offer you a good 
marketing opportunity. WHBF is 
"The Quad-Cities' Favorite". 
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of nighttime, hut delivers about one- 
tliird the audience. Costs of da) time 
are thus concluded to Lie out of line. 
Hut a P&C agency research head shows 
how the best da) time show actually 
stacks up from an efficiency point of 
\ iew. "I.ct us take the top daytime 
and nighttime shows for P&G and see 
how they compare. In March, / Love 
Lucy had a cost-per-1,000 of ahout 
$4.70. Search for Tomorrow had a 
cost-per-1,000 of 82.00. The daytime 
show, in other words, was more than 
twice as efficient as t lie nighttime.'* 

This is possible when the show de- 
livers a good rating because talent 
costs are far lower in the da) time than 
at night. Hut poor!) -rated daytime 
shows are indeed more expensive than 
high-rated nighttime \ chicles. 

Actually evening shows are expected 
to ba\e higher per-1.000 eo«ls. but 
these are justified by P&G's media men 
on the grounds that nighttime*- huge 
audiences are essential in certain cases. 
The company expects to pa) more, 
proportionate!}, for such coverage. 
Hut there is no such excuse in the 
daytime, since the total base \ou start 
with is so much smaller than at night. 

Tins is the doHars-aiid-cents prob- 
lem behind the concern with daytime 
ratings. It explains why, as one net- 
work source puts it, "P&C won't stay 
long w ith a da) time show that rates 
under a nine."' 

ffoit* rutiitas tire used: \ balance 
of coverage, frequenc) and rating effi- 
ciency is what the company seeks in 
each buy. Central to the whole P&G 
slide-rule operation is the A. C. Nielsen 
Co., on which the soap firm relies 
heavilv for most of its broadcast re- 
search material. Paul Iluth ei plains 
the use of Nielsen ratings bv I'&G this 
w a v : 

1. Nielsen s average-pcr-mimite fig- 
ures are emplo)cd to evaluate '"circu- 
lation performance of shows. The) 
tan tell P&G the si/e of the audi- 
ence during the average minute of the 
program, are therefore guides to aver- 
age listening to the commercial. I hese 
are the figures P&C employs to figure 
cost-per-1 ,000. Prom a comparative 
point of \icv\, Iluth explains, the aver- 
age-per-niinute rating serves "to equal- 
ize dilferent length shows.*" 

2. The well-known "Nielsen-Hating"' 
is used h) I'&G primarily for the pur- 
pose of estimating cumulative audience 
over a four-week period. This rating 



is a measure of how man) homes were 
tuned to the program for a minimum 
of six minutes. Because it measures 
the average radio or television set 
tune-in to a specific show, the six- 
minute rating is employed by P&G to 
measure frequency of viewing, too. 

I he rating is not onh a sign of the 
si/e of your audience, says Iluth. but 
is also directly related to the important 
factor of frequenc) . He cites a hypo- 
thetical example: 

A high-rated show reaches 80' r of 
all tv homes in the four-week period. 
A medium-rated show also reaches 
80' ? of all tv homes in that same 
period. Is there am serious dilleience 
in what the two shows are delivering? 
Yes, because the first is reaching each 
home an average of 2.3 times, the sec- 
ond an average of 1.4. 

This is another of the reasons v ou 
will find the media department of I'&G 
hard to keep happy with any hut the 
top ratings. It wants to keep hitting 
each home because of the constant 
competitive pressure in the soap busi- 
ness. 

flu ?;<;>»<' problems: Since P&G does 
not yet enjo) the best ratings with all 
its daytime entries, its media and pro- 
gram men are obviously concerned. 
\mong the most serious problems is 
mounting costs, which affect the whole 
media picture at I'&G. 

SPONSOR asked P&G's A. N. Ilalver- 
stadt: "Is it true, a? sonic maintain, 
that daytime is simply not economical 
enough for yon and that you ma}' 
leave it should costs mount?" 

1 lalverstadts careful answer: '"We 
feel that da) time tv can be of real 
value to a number of our brands. Hut 
if we found that through another 
medium or combination of media we 
could reach more people at a more 
reasonable cost, we might very well 
utilize it instead. There is a ceiling 
beyond which you can't go in buying 
even top-rated shows, whether day or 
night. High efficiency, high coverage 
are all wonderful. Hut if the vehicle 
is so expensive that it exhausts all 
\oiir advertising funds at the cost of 
satisfactory frequenc), you may have 
to forget about maximum coverage and 
settle for something less ambition*. 

"Any medium can reach a point 
where it cannot deliver what the ad- 
vertiser wauls within a cost structure 
that it can and should hear for it."' 

The cost scpieeze works this way, 
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according to a P&G agency. You build 
your campaign around your basic 
medium, which is television, and sup- 
plement with remaining funds. Your 
choice is basically between nighttime 
and daytime television. If you choose 
nighttime, you may not have a dime 
left for anything else, or so little that 
\ou can't do much with it. Daytime, 
while cheaper, is still very expensive, 
and will eat up your funds rapidly too, 
so that there will not be much left for 
the other media. To big-budget 
brands like Tide and Cheer, this may 
not be a serious problem, but for the 
rest of the P&G group, it creates tre- 
mendous headaches. 

Daytime tv could suffer in the case 
of some P&G brands, says Halverstadt, 
if in the face of rising costs those 
brands insist on continuing or expand- 
ing their nighttime coverage or if 
brands now on in the daytime decide 
to venture into the evening schedules. 

In the same way, an agency re- 
searcher points out, radio tends to 
suffer. The cost of a daytime radio 
strip is figured by the agency as equiv- 
alent to one-third of a da) time tele- 
\ision strip. Almost invariably the 
agency w ill recommend television, the 
basic medium, and there may not be 
enough money left to do a radio job 
in addition. 

"'We don't want to drop radio," they 
will tell you at a P&G agency, "but 
what can we do?" 

To counteract the agency tendency 
to neglect radio in favor of tv, the 
media department of P&G is reported 
to have requested its agencies not to 
recommend dropping the medium un- 
less it was absolutely necessary, on the 
ground that network radio today is 
still such an efficient buy. 

An executive of one P&G agency- 
feels that "it is a disgrace the way 
radio is booed in some other agencies." 
He maintains that "it is time to give 



radio new shows."' He suggests that 
sponsors "should aggressively make 
radio versions of tv successes.'* These 
adaptations should be simple to make, 
he insists, and would cost little, since 
the same performers could be em- 
ployed. 

The P&G agencies are Benton & 
Bowles, Compton, Daiu er-Fit/gerald- 
Sample, Biow-Beirn-Toigo and \ oung 
& Rubicam in New York; Leo Burnett 
and H. W. Kastor & Sons In Chicago. 

Program troubles; The high cost 
of tv is compounding the program 
dilemma. Once you could take your 
time in building a vehicle, a P&G 
spokesman told spo.nsok; you could 
afford to invest the vears and money 
to develop a radio property, and 
could fool around without too much 
out-go of funds in the first da.\s of 
daytime tv. Today, he sighs, your pro- 
gram has to pay out fast. Concerning 
Hiss Marlowe, considered a first-class 
show at P&G. just couldn't seem to do 
much rating- wise after a year, and has 
been dropped. Golden Windows, also 
on NBC TV. had an even shorter run. 

This raises the question whether the 
soap opera is any longer a feasible 
form of program to build in the high- 
cost tv era. At NBC TV an executive 
argues that it is no longer possible to 
develop the rating on a soap opera 
quickly enough to justify the cost. 
NBC TV will attempt to build its day- 
time structure around personality 
shows, which it believes to be more 
inerchandisable than serials and more 
capable of swift growth. Since P&G 
has apparently decided to let NBC TV 
determine the program content of the 
two NBC TV quarter-hours it is inter- 
ested in, the chances are against serials 
going into the afternoon slots. At 
presstime, it appeared likelv that P&G 
would pick up the tab for the first 
quarter-hour of The Tennessee Ernie 
Ford Show, as well as another NBC 
TV show. 

Uncertainty about programing for 
dav time is increased by the rating 
spread of the serials on the P&G roster, 
from 17.0 to 5.5. This is contrary to 
the experience in radio, where serial 
ratings have tended to remain within 
a fairly narrow range over the years. 
In 1949, for example, the difference 
between the highest and lowest-rated 
P&C radio serial was 4,2. In March 
of this year it was 2.4. 

Win this should be has a great 
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Strictly a top-drawer series ... 52 
films combining famous stars (like 
these), great stories, top production 
in one quality package. No wonder 
critics call them "outstanding" 
..."first class" ! 

ABC FILM 

SYNDICATION, INC. 

7 We»t 66fh St., N. Y. 

CHICAGO • ATLANTA • HOLLYWOOD • DALLAS 
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many people wondering. Are Search 
for Tomorrow and The Guiding Light 
programing flukes arid just so far supe- 
rior to the others as to he no contest? 

A network researcher offers this ex- 
planation : "There is a psychological 
difference between watching television 
and listening to radio which people 
often overlook. It is possible for a 
housewife to listen to a flock of serials 
while working in the house. She can 
easily let the second-rate show slip 
by while she waits to hear the one she 
is really interested in. To watch tv, on 
the other hand, requires that she pay 
it a different kind of attention. This 
means she is going to be much more 
selective. She simply will not take the 
time to watch a daytime serial unless 
she really wishes to see it." 



. . we and our public and tmr critics 
must note these important differences: 
we can help education, but we cannot 
be education. We can give the pulpit 
a wider range, but we cannot be re- 
ligion. We can help the American 
home, but we cannot be parents. The 
true, proper function of tv in our so- 
ciety is not to make a perfect world, 
or even perfect District of Columbia, 
but to meet the world as we find it; to 
show it to itself warts and all; to make 
it better informed and hopefully hap- 
pier, and to make it aspire." 

DR. FRANK STANTON 
/'resident 

cits 



Under review, too, in Cincinnati is 
the question of how to size up the 
daytime tv impact. A company spokes- 
man admits that so far there is no way 
of pinpointing the medium's actual 
commercial effectiveness. ''It was quite 
different in the radio-onh days. We 
were largely alone in the medium for 
a long time. You could feel the sales 
impact of a new strip almost immedi- 
ately. In da) time tv, it is much more 
difficult to judge." 

One of the basic questions is: How 
attentively does the woman at home 
watch the screen during the day? At 
one l'&G agency, the dajtime approach 
holds that the audio must play a more 
important part than at night, and so it 
looks upon a daytime serial as basi- 
cally "a radio show with pictures." 

To this question, too, no final an- 
swers seem to have been found as vet. 

★ ★ * 



40 E. 49TH 

{Continued from page 16) 

TIMEBUYINC MACHINE 

I eertainly was gratified to see 
(spOivsor, 2 May, 1955) that there is 
such a thing as a time buying machine. 
Even though I mentioned the machines 
in my "Timebuyers at Work" com- 
ment, I didn't believe they existed. 
Mr. Flanagan and SPONSOR showed me 
how wrong I was. 

I still don't think the machine is a 
practical reality, however, it is read- 
ily apparent that it does not put a 
return address on the envelope. 
William B. Kroske 
Radio & Tv Timebuyer 
Ketchum, MacLeod & Grove 
Pittsburgh 



TREWAX 

In your 4 April issue you published 
a very nice story concerning our cli- 
ent, the Trewax Company. 

We would like very much to have a 
half dozen reprints of this article, and 
if it is possible to order several thou- 
sand reprints, we would like to have 
you quote us a price in two and three 
thousand quantities. 

This well-written article would make 
a very nice dealer mailing piece, and 
if we could use it in this manner we 
would, of course, credit SPONSOR with 
its origin. 

Beth Norman 

Richard N. Meltzer Adv. 

Los Angeles 

• Sro.NSOR is happy Io furnish reprint* of 
article*. A four-puce reprint costs $33 for l,(K)O h 
S86 for 2,000 nn.l $119 for 3.0OO. 



TIMEBUYERS 

Your article "Top Timebuyers" (18 
April 1955) was of great interest here. 
1 was particularly pleased with your 
report on the system for developing 
good tiinebnyers that's beginning at 
many agencies. This report helps sub- 
stantiate the practical aspect of the 
teaching methods I use in my radio- 
tv advertising course. The eight points 
listed as a part of the agency training 
program are all covered in this course. 
They are further augmented with a 
term project which includes selection 
and study of an account with the ac- 
tual working out of a radio-tv earn* 
paign for this advertiser covering all 
of the timebuying procedure down to 
the point of making out sample con- 
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tracts for the time purchases. 

Naturally, this class keeps up with 
developments in the industry through 
reading assignments in sponsor. 
Pat Ckaxston 
Instructor, radio-tv 
School of Communications 
Washington, D. C. 



FEE TV REBUTTAL 

Your 18 April issue carries a letter 
from Leon Gorman, general manager 
of WABI-TV, Bangor that requires an 
answer if the facts of subscription tv 
are not to be buried under a load of 
arithmetical garbage. 

The statistics he used were appar- 
ently supplied by the TV Research 
Council, a disguised propaganda arm 
of the Theater Owners of America. 
Aside from a lack of candor as to the 
true interest of the source, the figures 
represent a distortion of fact and a 
bold attempt to mislead the reader. 

It is utter nonsense to state that 
subscription tv is going to cost the 
viewer $1,500 annually. To prove that 
he doesn't have any faith in his own 
figures, Gorman immediately climbs 
down off the ladder and says that the 
annual cost is going to be $500. This 
latter statistic makes more sense than 
his first one. The job of subscription 
tv is to provide viewers with a new 
class of program which viewers do 
not now get and sponsors cannot now 
afford. First-run motion pictures, 
Broadway opening nights, symphony 
concerts, top-flight sports events and 
cultural programs would be presented. 
There is a very great deal of difference 
between this type of attraction and the 
type of events regularly presented on 




"Remember, KRIZ Phoenix said 
we'd find beaux here?" 



present-day tv schedules. 

Gorman and other opponents of sub- 
scription tv have voiced one statement 
that sets a new high in outright 
goofincss. This is an assertion that 
the public is going to be required to 
pay for all the programs it now gets 
for nothing. Of course the public gets 
no program for nothing even these 
clays. The public paid to build Cor- 
man's station and it pays his salan. 
But instead of belaboring that point, 
consider the true case of this claim that, 
with subscription tv, the public will 
have to pay for all these so-called free 
programs. 

. . . If subscription tv is to be a success, 
it must offer a type of program that is 
superior to the regular offerings on 
commercial tv. . . . In the course of a 
year, the number of such top-quality 
offerings is limited. At the outset, not 
more than 10 or 15 hours a week 
of such entertainment could be 
provided. . . . 

In 1953, on the basis of taxes paid, 
the public spent something like $3,128,- 
000,000 in admissions to theaters, 
concerts, baseball games, football 
games, and all other amusement events 
where an admission fee was charged. 
The addition of subscription tv is not 
likely to change this total very much. 
It is from these fields of spectator 
interest that subscription tv would 
draw its box office. 

... So far as Zenith is concerned, 
there is going to be no requirement 
for the viewer to make a capital invest- 
ment in a decoder. These instruments, 
in each case, would be owned by the 
local I'honovision franchise company. 
L T sers would probably pa> a small 
installation fee and monthly service 
fee for the decoder. Ibis is much on 
the order of the transaction thai lakes 
place between a subscriber and his 
local telephone company. 

. . . Gorman's own station in Bangor 
is currently enjoying a fine monopoly 
on all the tv network programing 
there is, by virtue of its four-network 
affiliation. Wilhin his primary area, 
there are five vacant channels. It is 
of serious business concern to him 
that some, or all, of these channels 
could blossom into competition if they 
had access to subscription tv income. 
And it is of interest to the public in his 
area that these stations blossom to 
offer a wider choice of both subscrip- 
tion and sponsored programs. 

The real fears that Gorman has are 
based on his feelings about subscrip- 




Sponsors of all kinds have switched 
to The Playhouse because of its con- 
sistent high quality. No other filmed 
dramas you can buy offer this top 
combination of "name" stars, taut 
stories, elaborate production. 

ABC FILM 

SYNDICATION, INC. 

7 West 66th St., N. Y. 
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tion t\ as a possible competitor. His 
fancied ones, as outlined in his letter 
to sponsor, can largely be dismissed 
as nonsense. As for the residue, 
there is still a regulating body called 
the F.C.C. that has the power to cope 
with any abuse that might crop 
up. including the number of hours 
the Nation can carry subscription 
programs. 

Tkd Leitzell 
Director, Public Relations 
Zenith Radio Corp. 
Chicago 

• Hratlt-r I.ritz.Wl i* refrrrinp to a lettrr that 
appeart-<1 in tin 1 \H April f^.'.uc wrillt'll I>y Lt'on 
I'. (.orui.'iu, (.('in-ral >Ianas«'r *'f W.\111-TV, Itan- 
eor. I'll** lrttt'r l>y (>uriuan was il^flf a rrply to 
a *tat«-nirut by Jackie Gleasou in tin- 21 March 
i?5U<*. (rlrason ha<I answrreil the Sponsor A^k* 
question. *'IIow <lo you visualize television 10 
years from uou ?" to the effect that most tv 
soul*! be pay-tv on film. 



ROUND-UP 

i Continued from page 75 I 

KYW. Philadelphia, has sent out a 
brochure to admen that leads w ith the 
startling statement that KYW listeners 
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never leave the signal area even on 
their vacations. This data is elucidat- 
ed upon further showing the amount 
of money spent in the listening area 
by the residents plus the money spent 
by seasonal visitors to the area. The 
brochure also cites various surveys in- 
dicating that summer sales continue 
high, and that KYW programs to the 
summer listener using portables and 
car radios. 

* * * 

Oil seems to be taking something of 
a back seat in Texas. WOAI-TV, San 
Antonio, has just concluded a tv 
course on uranium prospecting. The 
course was a Sunday feature of eight 
half-hour lessons and featured experts 
in Geology. Mining. Physics and Law. 

* # * 

Radio listeners in Columbus, Ohio, 
can get some good news at least once 
a week when station WTYN airs a 
show with the "lighter and nicer side 
of the news." It is aptly named Good 
News and is assembled by Reverend T. 
C. Whitchouse, of that city. 

* * * 

The recent floods and tornados which 
hit Oklahoma were covered by \\ KY 
and WKY-TY, Oklahoma Cit\. in true 
on-the-spot fashion. So on-the-spot 
were the camera men and broadcasters 
that: (1) they lost a news truck in 
four feet of flood water, (2) a remote 
crew was nearly electrocuted when a 
power shovel cut through their power 
line. 

The station managed to receive tele- 
phone reports for news broadcast 
almost in the teeth of the storm and 
telecast sound films shortly after it 
was ov er. 

* * * 

WTYW, Milwaukee, has the interest 
of the folks in the "Beer City" stirred 
as to the exact time the station's new 
1.105 foot tv tower will be completed. 
For the person who comes closest to 
the exact second that construction is 
completed, the station has a brand-new 
1055 PI) month sedan. Other prizes, 
12 in all, include a color tv console, 
radio-phonograph, clock-radios and 
jowelrv. The contest is being bally - 
hooed in the local papers anil in 
retail store windows. 

There is also a separate contest being 
run for admen with 12 cash prizes. 
t\\T\ \V is channel 12 in Milwaukee.) 
Top prize for the admen is $100 with 
other prizes down to $25. -k -k ~k 



BATTLE OF TITANS 

(Continued jrorn page 33) 

CBS has joined NBC, has 14 of these 
Po-hour shows in the works, 10 of 
which have been sold to Ford dealers 
on Saturdays and four of which will 
be put on during the week, though no 
specific times or sponsors have thus 
far been announced. CBS has even 
more in mind but cannot clear the time 
until new contracts with its clients 
permit the web to preempt their shows. 

The Jubilee shows — which CBS 
prefers to call its long programs — will 
be heavily-laden with star names. Noel 
Coward will star in three, with Marv 
Martin co-starring in one: Bing Croshv 
will appear in two plays put to music, 
with Thornton Wilder's "Our Town'' 
and Maxwell Anderson's "High lor ' 
under consideration. 

As for NBC. in addition to putting 
on a spectacular series on Sunday 
afternoon with .Maurice Evans, the net- 
work is offering its long-planned Wide 
Wide World, an excellent example of 
the tvpe of programing that excites 
1 'at W eaver's imagination. 

Wide, Wide World, which has not 
vet been sold, is conceived as an ex- 
tension of man's senses through the 
electronic camera, which ranges over 
the earth while the viewer sees all from 
his armchair. Tv audiences, as well as 
potential sponsors, will get a sample 
of the show soon, since Ford and HCA 
have bought it for the 26 June Pro- 
ducer's Showcase, which is NBCs 
Monday night spectacular. 

While details have not been set, the 
following description is a close ap- 
proximation of the 26 June show: It 
will be series of live pickups from 
coast to coast. The show will open 
with a view of the Shakespeare Festi- 
val in Stratford, Ontario, then hop 
across the country by stages, with 
pickups in Chicago. Kansas City, Den- 
ver and the \Yest Coast. Yiewers will 
see skiers on the slopes of Mt. Hood 
and a performance of the famous Mex- 
ican comedian. Catinflas, whose bull- 
fight satire will be picked up by the 
tv camera in Tin Juana. 

ABC is holding off from the spec- 
tacular battle. '1 he reason is put this 
wav by Robert Weitman, vice president 
in charge of programing: "If von offer 
people a Cadillac on Monday, will they 
vvanl a Chevrolet on Tuesday?" 

Weitman is not only afraid that 
extravaganzas will make the smaller 
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shows look pale in comparison but 
fears this in turn will load to a multi- 
plying of spectaculars with tv costs 
rising to such heights that sponsors 
will desert the medium. He recalled 
his own experience as manager of the 
New York Paramount Theatre during 
which time, he said, the Times Square 
theatres showing both movies and a 
stage show hid up prices so high for 
stage talent that many of the movie 
houses were forced to discontinue 
"flesh." 

"It wasn't necessarv for this to hap- 
pen/' Weitman contended. **lf the 
theatres offered good, solid program- 
ing week after week so that the public 
knew what it was getting, the stage 
shows would have continued. That's 
what tv needs, good solid entertain- 
ment week after week so that the 
\ fewer knows what he can expect be- 
fore he turns on the set." 

ABC has been trying to convince 
advertisers that the spectaculars are 
not a good buy. Early last month the 
network released figures, based on 
Nielsen data, comparing half hour 
costs-per-1,000 with those of spectacu- 
lars. According to the figures, the 
spectaculars have delivered, on the 
average, a cost-per-1.000 per commer- 
cial minute of $4.42. The average 
half-hour show this season delivered 
an average cost of $2.99. 

NBC's Pat Weaver took indirect 
cognizance of these figures recently in 
a speech before the Advertising Club 
of New' Jersey. He flaunted defiance 
of the cost-per-1.000 concept. In eval- 
uating the spectaculars in terms of 

< ost-per-1.000. Weaver said, the ad- 
vertiser is missing the point. He 
pointed out that skywriting and bill- 
boards offer exceedingly cheap costs- 
per-1,000, but not everybody bu\s 
them. Spectaculars, Weaver said, were 

< 1 eated for different goals and these, 
as he has said so many times before, 
are excitement for the audience, a sales 
spur to dealers, impact for the product 
and prestige for the advertiser. 

Most of this season's spectacular 
sponsors agree with Weaver. Ford. 
RCA. Sunbeam, Oldsmobile will spon- 
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sor them in the fall; Mavbelline and 
Louis Howe will join them on NBC. 
the Ford dealers on CBS. in addition 
to Chrysler with its one-hour Shower 
of Stars on the same network. Hazel 
Bishop and Reynolds Metals have de- 
serted the spectaculars while Westing- 
house will not revive its Best of Broad- 
way series on CBS TV. 

The prominence of auto names 
among big show sponsors this season 
and next is no coincidence. In addi- 
tion to those mentioned, Buick will 
spend heavih on the Jackie Gleason 
Uoneymooners property. Chevrolet 
will plunk down plenty for Bob Hope. 
W hile plans are not final, Chewy in- 
tends sponsoring anywhere from six 
to 13 of the Bob Hope vehicles. The 
wise-cracking comic set a record of 
some kind or another with the price 
for each of his shows set at $200,000. 
And that's net. 

In addition to these, there's Lin- 
coln-Mercury dealers with Fd Sulliv an, 
DeSoto with Groucho Marx. Pontiac 
with a new hour dramatie show, Amer- 
icas Motors with Disneyland, while 
Dodge and Studebaker-Packard are 
also network tv sponsors. 

There are a number of reasons for 
this heavy inflow of auto money, but 
probabl) the most important one is 
that sales are going at a record clip. 
Competition is important, too. If one 
gets in, the other feels he must. too. 
While the auto firms have subsidized 
much of the exciting programing on 
network tv, some advertisers resent the 
inflationary effect on program prices 
this hea\) spending has caused. 

Movies and video: While \BC has 
been shying away from -pectaculars. 
it is up to its neck in another impor- 
tant programing development on tv : 
the growing romance between Holly- 
wood and network tv. Video had al- 
wa\s been the panting swain in this 
affair. It was the movies who played 
co\. With Disneyland having broken 
the ice, however, the studios are ap- 
parent!) convinced that thej can gain 
more in promotion than tliev might 
conceivably lose in rentals by exposing 
their star names to t\ audiences. 

One result of this is ABC's new 
show Warner Bros. Presents. With a 
format a little like Disneyland, in that 
each show will be built around one of 
a series of themes, the Warner Bros, 
programs will feature drama* based on 
three of its pictures: "Cheyenne." 



"Casablanca" and "King's How." 

The studio gets its promotion licks 
in via a six-minute behind-the-scenes 
bit showing some movie in progress, 
plus a three-minute trailer of a cur- 
rent release. ABC feels confident view- 
ers will like the»e nine minutes. 

Besides the Warner Bros. show. ABC 
is mulling over the idea of presenting 
feature films on Sunday night. The 
network has its eve on a Pine-Thomas 
package. If put on, it would represent 
the first regular network program of- 
fering feature films. 

Movie tie-ins are cropping up on the 
other networks, too. Twentieth-Cen- 
tury Fox is producing Front Row 
Center for General Flectric. The pro- 
gram started 1 June. Paramount Pic- 



tures, through its interest 



in 



York 



Productions, which it jointly owns 
with Dean Martin and Jerrv Lewis, is 
heav ily involved in the Colgate Sunday 
Hour. Alfred Hitchcock will tr\ hi* 
hand at tv on CBS every Sunday. 
And NBC will present an Alexander 
Korda picture — the "Constant Hus- 
band" with Rex Harrison — on its 
Sunday night spectacular before the 
movie is released for distribution. * * * 



Covering the entire 
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KGA 

SPECTACULAR! 

"KASH BOX" 

starring: 

• Aloers Oats 

• Brownie Cookies 

• Crescent Spices & Toppings 

• Darigold Evaporated Milk 

• Dr. Ross Cat Food 

• Dr. Ross Variety Diet 

• Instant Fcls Naptha 

• Lyndcn's Ravioli 

• Sunny Jim Products 

• Surf-Mist Tuna 

Each a sponsor proud of KCA's 
sales-winning KASH BOX program. 
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Civcn Away — 16 week average of a 
thousand letters a day! 
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New York, Chicago, 
Los Angeles, San Francisco 
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Jofni J. Schneider, account supervisor at 
Biow-Beirn-Toigo, Inc., furs become a vice president 
at that agency. Schneider oversees the Armstrong 
Rubber, Hudson Pulp & Paper and Ansco accounts 
at B-B-T. Before joining Biow in 1953, Schneider 
teas associated with the Kudner Agency for 12 
years, and with Kenyon & Eckhardt for a short 
term. Schneider takes a special interest in tv film 
development, is president of the National 
Television Film Council, devoted to promoting 
proper production and use of television film. 



W illiam S. tledyes. vice president in charge of 
integrated services for the National Broadcasting 
Co., will be the new president of the Rotary 
Club of New York, effective 1 July, lie succeeds 
Edgar B. Ingraham, president of Times Appliance 
Corp., as head of the New York Rotary, which 
boasts about 150 members. In his NBC post, 
Hedges is responsible for the administration of a 
wide variety of services applying to both the 
radio and tv networks — guest relations, traffic, 
the stenographic set-up, communications, space.. 



I , aw vettve Wehh has just taken over active 
direction of the Station Representatives Association, 
succeeding Thomas F. Flanagan, in the post of 
managing director of that organization. For the 
past two years, Webb was associated with WLOK 
(radio and It) in Lima, Ohio (now W'IMA-AM 
and 7T) as national sales manager. Prior to 
joining WLOK, Inc., be served as vice president 
of WJW, Inc. and WJW Enterprises, Cleveland. 
Webb's appointment to SRA became effective 
1 June. Flanagan will remain as SRA consultant. 



\J If i/lmnler. till recently manager of exploita- 
tion for Columbia Pictures, has taken on the 
newly-created post of director of exploitation 
for NBC The establishment of an exploitation 
department at NBC, beaded by expert movie-mover 
Rylandcr, represents a major move of a tv net- 
work into Hollywood-like methods of promotion. 
Rylander will lend his efforts largely to the 
ballyhooing of the ABC TV spectaculars next 
season, lie brings more than 25 years of experience 
in publicity and exploitation to his new position. 



BROADCAST MUSIC, INC. 

NEW YORK • CHICAGO • HOLLYWOOD 
TORONTO • MONTREAL 
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ANNOUNCING 

1955 EDITION OF 



TELEVISION 
DICTIONARY/HANDBOOK 



FOR SPONSORS 



*1000 more definitions than 
ever before — 2200 in all! 

* All the new color tv terms. 

* Special sections covering 
painting technique, art work, tv moving displays. 

"A Complete Education in Television 

for Only $2." 

The 2200 television terms defined in 
the brand-new edition of Television 
Dictionary/Handbook graphically measures 
tv's phenomenal growth. The first TV 
Dictionary published in 1950 contained 

only 300 terms. 

Compiled by Herbert True of Notre Dame 
University — in consultation with 37 tv 
experts — the 1955 Dictionary is a "must" 
for any professional associated with any 
part of the television industry ! 

No more wondering what the other fellow's 
talking about. No more grasping for the 
right word in your letters! Your conversation 
and correspondence take on new sparkle, 
new authoritativencss. 

First Editions Sold Out Completely 

The 1951 and 1953 editions sold out almost 
immediately. The same will no doubt hold 
true of the 1955 edition — only quicker. Don't 
be disappointed. Send for your copy today ! 



TELEVISION 



t ' 1 OK TIONARV/ HANDBOOK. 



FOR SPONSORS 



CONTRIBUTORS AND 



CONSULTANTS 



OR. CHARLES ALLEN.. Research Dir., Medlll School of Journalism. 
Northwestern V.. Evanston, III. 

JOHN W. ANOERSON. Fiber Class Corp . New York 

BILL BALLINGER, Tv Prod.. Campbell-Ewald. New York 

BOB BANNER. Dir.. Fred Waring Tt Show, CBS TV. New Tort 

GEORGE M. BENSON, Dir. Sales & Research. Tv Workshop. 
Fora Foundation. New York 

RALPH S. BING. Ralph Blng Co., Cleveland 

JAMES M. BO ERST, Publisher. Eiecutlves Radio-TV Service. 
Larchmont. N.Y". 

WM. J. BREWER, Radio & Tv Dir . It. J. Potts. Calklni & 
Iloldcn, Kansas City 

FRANK BURKE, Editor. Radio & Tv Dally. New York 

ED01E DAVID, Prod.-Dlr., Zlv Tv Programs, Los Angeles 

HARRY OIETER, Tv Mgr., Foote. Cone & Beldlng. Chicago 

ORRIN E. DUNLAP JR.. V.P., Radio Corp- of Amcr.. New York 

HUDSON FAUSSETT, Dir.. Armstrong Theatre, NBC TV, XT. 

WM. D. FISHER, V.P., Gardner Advertising, St, Louis 

DON FORBES. Mgr. Studio Programs. KCOP, Los Angeles 

MAURY FRINK, Pres., Frlnk Film Studios. Klkart 

NORM GRANT, Scenic Dir.. NBC TV. New York 

KEITH GUNTHER. Prod.-Dlr.. KSD-TV, Kansas City 

R. B. HANNA, Mgr., WItGB TV. Schenectady 

SHERMAN K. HEAOLEY, Asst. Mgr., WCCO. Minneapolis 

GEORGE HE1NEMANN. Dir. Tv Prog.. NBC TV. Chicago 

BERNARO HOWARO, Academy Film Prod , Chicago 

DOUG JOHNSON. Author, TV Writer. CBS TV. NBC TV. NY 

BILL LADISH. Prod.-Dlr. WDAF-TV. Kansas City 

ROBERT L. S. LEEDY. Asst Adv. Mgr.. Communications Prods 

Div.. Du Mont Labs. Clifton. N.J 
CHESTER MacCRACKEN. V P. Radio Tv. Doherty. ClIITord. Steers 

* Shenflcld. New York 
OON McCLURE, Sales Mgr.. Bonded Tv Film Service. New York 
HARRY McMAHAN, VP. Charge Radio- Tv Commercials. M.Cann- 

Entkson. New York 
RAY MERCER. Bay Mercer Prodns.. Holly«ood 
HOWARD NEUMANN. Tv Dir.. Lowe Runkle. Oklahoma City 
BERNARD F. OSBAHR. Editor, Tele-Tech & Electronic Indus- 
tries. New York 
LEE RUWITCH. VP. & Gen, Mgr.. WTV.I. Miami 
DR. DIK TWEOT, Research Supvr.. Nccdham. Louis & Brorby. 
Chicago 

WALTER WARE. Si-heldclcr, Beck & Werner. New York 

JACK WEBB, Tv Actor: Prod. Dragnet. Mark VII Prodm.. Hywd. 

AO Rl AN WEISS. Louis Weiss & Co . Los Angeles 

BEULAH 2ACHARY. Trod., Kukla. Fran & Ollle. NBC TV. Chi. 
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I n ■ ■ ■ B Order Now a We'll Bill You Later m o 

Please send copies of TV Dictionary/Handbook as checked below 

□ 1-9 copies — $2 each □ 10-49 copies — $1.50 eoch 



□ 50 or more — $1.25 eo. 



Name 



Company 
Address 



Title 



City 



Zone 



State 



□ Payment enclosed 



□ Bill me later 



□ Bill compony 
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EDin.X K. U HEELER 

(General Manager) 
WW] and WWJ-T) 



LIKE MOST 

Newsworthy" 

BROADCASTING 

EXECUTIVES 
Mr. Wheeler's 
LATEST 

BUSINESS 
PORTRAIT 
IS BY... 



I'hotographcrs to the Business h.xmitive 
.56.7 Fifth Avenue, Xcw York 17 PL 3-1882 
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AIMS 
Air TrililB 

ABC Kilm 11!', 121. 

Assoc. PreFs 
15MT 

CBS Ksulio Not 
CBS TV Film 
CBS TV Spot 

Meredith 

MCA TV 
Mid-Continent 
NBC Film 
Precision Film 
Rapburn . 
Sarra 

Stars 

Steinman 
Storer . 
TI. S. Bonds 

CK LAV, Detroit 

KCBS. San Francisco 
KBIO, Hollywood 
KPMC-TV, Texarkana 
KENS, San Antonio 
KRVP, Minneapolis 
KFMB-TV, San Diego 
KOA. Spokane 

KGNC, Amarillo 

KOITL-TV, Galveston 

KGVO, Missoula 

KKTV*. Pueblo . 
KM BO, Kansas City, Mo. 
KOOD-TV, Phoenix . 
KPllO, Phoenix ... 
KRIZ. Phoenix 
KRNT-TV, Des Moines 
KROD-TV, Kl Paso . 
K'UON-TV, San Francisco 
K'SBW-TV, Salinas . 

KSDO, San Diego 

KSTP-TV, Minneapolis 
KTNT-TV, Tacoma 
K'TVII, Hutchison . . . 
KWKH, Shreveport . 

U'AFB-TV, Baton Rouge 
U'A I'l-W'ABT, Birininghain 
WAVK-TV, Louisville 
W BAV-TV, Green Bay. Wis. 
WBKN-TV, Buffalo . 
WBNS, Columbus, Ohio 
W'BNS-TV, Columbus, O. 
WC1IS, Charleston, S. C. 
W'Ct'K, Akron 

WDAV. Kargo 

WDB.l, Roanoke 
W'DICF, Chattanooga 
WD1A, Memphis 
Wi-n IT-TV, Henderson 
WFHL, Syracuse 
W11BF, Rock Island 
W HO-TV, Des Moines 
WIBW'-TV, Topoka 
WILK-TV, Wilkes Pane 
W l SI I -TV, 1 n tl ia n apo 1 i s 
WITH, Baltimore 
WGIt, Buffalo 
WGV, Schenectady 
W11BQ-TV, Memphis 
W11DII 

W.1A It-TV, Providence 
WKMII, Dearborn 
\\ K'/A >-T\'. K;i lamaxoo 
W LAC-TV, Nashville, Teiiu. 
WLltC-TV. Muncie 
WLS, Chicago 
W M H I > I'coria 
W SIT, Cedar llapids 
W N A X , Yankton 
WXBQ. Chicago 
WMIC-TV, New llaVin 
Wol-T\', Anns. Iowa 
WOW, Omaha 
W It\ A, Richmond 
WKHT-TV, Soulll Bend 
WS.IS, Wiiisiou-Salem 
WSM-TV, Nnslivtlle 
WSOK, Nashville 
WTOP, Wiishinglon 
YYTVK. Hiclimoiiil 
WTYW, Milwaukee 
WVKT, Uochesler 
WW.I-TV, Detroit 
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IF YOU CAN USE THE 
SERVICES OF A 

RADIO-TELEVISION 
SPECIALIST 

with extensive ad agency 
experience in positions of 
re?ponsibility like — 

V Media Director 

V Head of Timebuying Unit 

V Talent Buyer 

V Account Executive 

and \>ho is generally recognized as 
having worked more closely with sta- 
tions, network executives, and stalion 
repiesentatives than any one of the 
advertising fraternily. . . . 

You'll want to get in touch with me. 
I am insianlly available and would 
like an opportunily to show you how 
my varied experience involving the 
well-being of 30 different accounts can 
fit your agency or advertiser needs. 

Please address Box 52 

SPONSOR 

40 E. 49th St. 
New York 17, N. Y. 



is the 

"routing system" 
keeping you from moving 
ahead faster? 

Many an advertising opportunity is 
missed beeanse a new idea, a changing 
trend, a vital foreeast is not seen in 
time. That's why an inereasing num- 
ber of Advertising and Station Execu- 
tives — -who formerly received eopies via 
the "routing system "—now have indi- 
vidual subscriptions to SPONSOR. 
This way they 're sure SPONSOR reaches 
them first thing every other Monday 
morning — sure of getting all the latest 
radio/tv facts in time to act ... in 
time to profit. 

Try an individual subscription to SPON- 
SOR yourself. At Special Introductory 
Rates, the investment is small, the po- 
tential rewards great. 

order now 
pay later 



SPONSOR 40 E. 49th St. N.Y. 17, N.Y. 

Knter my subscription tr> sponsor 
for t lie next 32 weeks (16 issues) at 
$5. (Yon save .*3 under single copy 
costs.) 

□ Bill mo □ Hill rompnny □ Payment enclosed 

Name 

firm 

Address - 



City 



Q home Q office 
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CHARLES ft. COX 



Portrait by Fabian Bachraeh 



"I urge every executive . . 

"I know of no bettor method for each citizen to pro- 
tect the American way of life than by building his own 
economic security and by helping his Government to 
keep financially sound. Both these results can be ac- 
complished through the Payroll Savings Plan. I urge 
every executive in the nation to give this Plan his active 
and vigorous support." 

CHARLES R. COX, President, Kennecott Copper Corporation 

With the active cooperation of Mr. Cox, Kennccott 



conducted a person-to-pcrson canvass which put a 
Payroll Savings Application in the hands of every one 
of Kennecott's 20,000 employees. The men and women 
of Kennecott did the rest. Countrv-widc participation 
in Kennecott's Payroll Plan rose from 24% to 52%. 

Your State Director, U. S. Treasury Department, is 
ready to help you install a Payroll Savings Plan, or 
show you how to build participation in an existing Plan 
through a simple person-to-person canv ass. Write today 
to Savings Bonds Division, U. S. Treasury Department, 
Washington, D. C. 



The United States Government does not pay for this advertising. The Treasury Department 
thanks, for their patriotic donation, the Advertising Council and 



SPONSOR PUBLICATIONS, INC. 
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SUPER 
SALES 




When the famous "Culinary Arts" 

cookbooks went on sale in several 

selected groups of Nashville food 

stores, the entire advertising program 

for them consisted of a 26-week 
schedule of daytime spots on Channel 

4. "This," said local advertising men, 
"will be an interesting 
test of the selling 
power of WSM-TV's 
daytime program- 
ming." 

RESULTS? 

Successful beyond all 
expectations: 317,649 
copies sold. 
For further proof of 
the selling power of 
daytime advertising on Channel 4, 
contact WSM-TV's Irving Waugh or 
any Petry man. 




DAYTIME 



WSM-TV 

Clearly Nashilla's #1 Station 
NBC Affiliate 



130 



SPONSOR 



Admen own 
severest critics 



U. S. 



research for 
British tv 



I 

[ Nielsen "2-day 

I cumes" for NBC 

I 



Study charts 
vhf's reach 



Radio music: 
is it too hep? 



, Radio set output 
1 continues high 

1 



New NBC spot 
tv manual 



REPORT TO SPONSORS for 13 June 1*133 

{Continued from page 2) 

Admen continue to be advertising's most probing critics. At annual 
Advertising Federation of America convention in Chicago last week 
panelist hit lack of believability , imagination in ads. Fax Cone, 
FC&B president, stated distinctive ads, especially in printed 
media, are virtually a novelty. At convention Ben R. Donaldson, 
director of institutional advertising of Ford Motor Co. was elected 
AFA chairman. He succeeds Wesley I. Nunn, manager of advertising 
department of Standard Oil Co. of Indiana. 

-SR- 

Another indication British commercial tv will develop along lines 
closely resembling U.S. is provided by latest U.S. research firm to 
announce operations in British Isles. Schwerin Research, commercial 
and program testing service, has London office under supervision of 
veteran radio and research man Eric Boden. A. C. Nielsen is also 
active in British Isles and there's even plan afoot to start fee tv. 

-SR- 

Clients in new NBC Radio weekend multi-hour show, "Monitor," will be 
watching Nielsen's 2-day cumulative radio audience figures to measure 
effective reach of the show. Earlier Nielsen research has shown NBC 
Radio that whole show (40 hours) may touch as much as 30% of nation's 
radio homes. A 10-announcement schedule could get a cumulative 
rating of 9.5 (or 4,357,000 homes) ; a 15-announcement schedule could 
get 10.8 rating (or 4,953,000 homes). See "Monitor" story page 42. 

-SR- 

Admen are studying recently made available study of vhf station's 
reach. It was made by University of Wisconsin School of Commerce 
covering WBAY-TV, Green Bay, Wis., area; results were first reported 
in SPONSOR (7 February 1955, page 111). Study shows tv stations can 
effectively reach 75-100 miles in direction away from established 
competition. Copies of study are available by writing to Haydn 
Evans, general manager WBAY-TV. 

-SR- 

Does radio play wrong music? Ohio State University has released 
study on women's music preferences exclusively to SPONSOR; it finds 
that station's choice of music, based on buying of sheet music, 
record sales, juke box "plays," tends to appeal mainly to teen-agers . 
Preference for current pop tunes is strongest among 14-18 age group, 
while housewives like "sweet" pop tunes best. In 27 June issue, 
SPONSOR will cover Ohio State's music preference study in full and 
analyze radio station music. 

-SR- 

Booming purchases of radios by U.S. consumers are continuing. Ac- 
cording to RETMA , production of radio receivers for first 4 months 
of this year were 42.5% ahead of same period last year — a gain of 
over 4 million units. Auto radios now account for whopping 53% of 
all radios being produced. Tv set output was also up 46% in first 
quarter of 1955. 

-SR- 

New edition of NBC Spot Sales "Guide for Video and Audio Standards" 
gives full status to "full screen" 7M-second station i.d. announce- 
ments, hitherto an "alternate" method to 10-second "shared screen" 
i.d.'s. Reason: advertisers found too large a percentage of ad 
budget being taken up with production costs of different 10-second 
film for every tv station on spot schedule. New NBC manual is now 
available free to agencies, admen. 
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The Four Basics 

Minuet accidentally, Radio Basics, 
was dumped into sponsor's Fall Facts 
when this mid-summer briefing issue 
was in its third \ear. At the time it 
was ju-t a rough grouping of charts 
on radio's size, audience, billings, and 
the like. But the feature caught on and 
there were requests for nearly 20.000 
reprints in the first vear. 

(lame Fall Facts 1952, and tv was 
coining with a rush. So Tv Basics be- 
came an integral part of Pall Facts No. 
6. They sold like hotcakes. 

W hen Fall Facts No. 8 (1954 edi- 
tion ) was in the planning stages one 
of our readers suggested that we ren- 
der a big sen ice by coralling the best 
available statistics on film usage;, types, 
reruns, and availabilities and call the 
( hart section Film Basics. 



Now comes Fall Facts No. 9 and 
Timebuying Basics. This may be the 
most basic Basic of them all, for Time- 
buying Basics contains the essence of 
13 highly successful timebuying and 
timeselling seminars conducted by 
RTFS ( Radio & Television Executive 
Soeietv of New ^ork). The Society's 
original plan was to publish a book 
costing about S4. but after checking 
printing prices RTFS decided to put 
the project into sponsor's hands. It 
makes a neat package in 1955 Fall 
Facts of some 30.000 earefullv digest- 
ed words and comes elose to being a 
book w ithin a book. 

At this writing we're so involved in 
basics that we've almost lost >i<rht of 
Fall Facts. Maybe we'll solve our 
dilemma by calling the 11 July issue 
Fall Facts Basics. 

The morning fixation 

The greatest danger in media buy- 
ing is the fixed idea. And as sponsor's 
All-Media Evaluation Study docu- 
mented at length, media buyers are 
often tempted to fall back on some in- 
flexible yardstick which substitutes for 
creative thought. 

One of the fixed ideas prevalent in 
the buying of spot radio recently has 
been the concept that mornings are 
the only smart times to buy. It's a 
concept that amuses and exasperates 
veteran timcbuyers who can recall that 
at one time or another each of the 
periods of the radio day has enjoyed 



faddist favor. Once evenings were the 
target for the majority of spot radio 
clients with other times going begging. 
Afternoons, for their adjacencies to 
soap opera, have also been regarded as 
target number one. Now mornings, 
which once couldn't be sold, are 
jammed tight. 

There are plenty of former morning- 
only clients, however, who are now- 
adopting a more flexible attitude. 

The reasons are simple: 

1. Frequently afternoon and eve- 
ning buys ofTer more audience for the 
dollar than mornings. Some which 
come in at a bigber over-all cost ac- 
tually deliver more potential cus- 
tomers. Example: Men's product ad- 
vertisers can often reach more male 
prospects in early evening than in the 
morning even though total audience 
may be lower. 

2. A more mature approach to 
evaluating radio has been building. 
Clients today, and sponsor has long 
urged this approach, have been look- 
ing at radio to see just what it can 
do rather than to cheek whether or not 
a given slot is opposite a big tv show. 

For the thinking of some clients like 
Ball Mall, Pal Blades, Sun Oil. and 
Whitehall Bharmaeal who have been 
broadening their consideration of ra- 
dio beyond the morning hours, see the 
article this issue on page 36. The 
story headline is an appropriate ques- 
tion for admen to ask themselves 
"Are you morning-minded or open- 
minded?" 



Applause 



Dave Mahoney's radio philosophy 

David J. Mahoney is an adman 
who s ridden up on a skv rocket but 
kept bis feet on the ground. We've 
long followed his career wtih admira- 
tion, lie was a RuthranfT &• Rvan v. p. 
at 26. left to start bis own agency 
when he was just 2<>. In the few years 
since. l)a\id J. Mahonev. Inc.. has 
conic a long wa\ . 

One of the things we find most re- 
freshing about Dave Mahoney is his 
point of view about radio. Main an 
adman who's come up in the past 
decade tends to look at radio as "old 
hat. ' I here * an enlrancement about 
lde\ i-ion thai particular!* attracts 
\ null). 

But Dave Mahonev sa\s it ma\ be 
because his agenc\ is voting that it 



spends more dollars in radio than in 
any other medium. Said Dave to 
\AKTB Convention delegates recent- 
l\ : '"Max be we like radio so much 
because; our agency is too \onng to 
remember the great radio davs of the 
Unities. All our bovs can do is mea- 
sure radio's present ofleclh eness 
against all comers." 

Dave Mahoney gave the assembled 
broadcasters a five-point program of 
action to solve some of the problems 
of its present transition period with 
which we agree substantial]) . 

I'oint I : Restore the rate card. This 
would help the entire industrv to "re- 
capture tin 1 respect that radio has 
earned in the; past and deserves to- 
dav . ' 

I'oint 2: Revive radio programing 



by introducing new ideas. W here to 
get them ? Suggests Mahoney: "Try to 
re-route some of that horde of voting, 
ripe, cheap talent that Hows into tele- 
v ision even \car into radio. . . . You 
must bring in people who will face 
radio programing for what it is — a 
brilliant, startling new challenge." 

Point 3: Sell radio's ability to sell. 
"But stop fighting other radio stations 
with microscopic advantages in cover- 
age." 

I'oint 4: "Agree on one industry- 
supported equitable rating service, 
similar to the ABC." 

I'oint 5: End the television psvcho- 
sis. Don't sell against television. "The 
fewer times vou mention television in 
vour sales pitch, the better your sales 
pitch will be." 
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There's no substitute for LISTENER LOYALTY 



The listener-loyalty which KSTP-TV has 
won through superior entertainment, talent, 
and showmanship shows up again in the latest 
ratings: 

From 6:30 am until midnight, seven days a 
week, KSTP-TV leads all other Minneapolis- 
St. Paul television stations in average program 
ratings.* 

In this rich, active-buying Northwest market 
which includes more than 600,000 television 
homes and commands a spendable income of 



FOUR BILLION DOLLARS, KSTP-TV has long 

been the leader. It is the Northwest's first 
television station, first with maximum power, 
firstwhh color TVand, of couxse, first in audience. 

This listener-loyalty is important to you 
because it means sales for you. To put your 
advertising dollars to work most effectively and 
most efficiently, KSTP-TV is your best buy in 
the great Northwest! 

'* Weekly average, ARB Metropolitan Area Report, 
April, 1955. 
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[J in the Heart of America! 
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. for farm service 




KMBC 

KFRM radio TEAM 



Agriculture is big business in the 
Heart of America. It provides the basic 
income for thousands of farm families in 
Missouri and Kansas . . . and pours addi- 
tional millions of dollars into dozens of 
other industries such as transportation, 
meat processing, milling, insurance, ma- 
chine manufacturing, fertilizer produc- 
tion, petroleum, etc. 

Because farming is so important to so 
many in the Heart of America, farm 
programming receives special attention 
on the KM BC-KFRM radio Team. Daily 
farm features — skillfully presented by 
the Team's full time farm experts — are 
followed faithfully by high-income farm 
folks throughout the entire state of 



Kansas and by thousands of rural fam- 
ilies in western Missouri. 

KM BC-KFRM coverage of farm news 
and views is part of the well-balanced 
programming that keeps the Team first 
in the Heart of America, Sports, play-by- 
play major-league baseball, women's pro- 
grams, kid shows, national, regional and 
local newscasts, drama, variety, forums 
and music — serious and popular — arc 
other broadcast features that draw and 
hold tremendous, varied audiences of 
loyal listeners. Your Free & Peters 
Colonel can show you the best way to 
present your sales message to this ready, 
willing and able market. Contact a 
Colonel for availabilities. 
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. . . and for television, 
the Swing is to KMBC TV , 
, Kansas City's /Most 
Powerful TV Station 




KMBC-KFRM 
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AgricolaA 



KMBC-KFRM farm service an 
to more than mere market report! 
regional weather forecasts . . . altl 
our farm staff handles this ra 
coverage as well or better than an] 
in the business. We go a good 
steps beyond these fundamentals, 
ever. Our farm staff consists of th 
the best-known names in the at 
tural broadcasting field — Phil 
Bob Riley and Jim Leathers. The-] 
lows — known and respected by 
ers of every age and acreage ij 
Heart of America — speak with ai 
ity backed by years of grass ra 
perience. Each one knows the fa] 
problems firsthand — and each cc 
utes to solving those problems. 

For instance, up] 
this year neither \ 
souri nor Kansas | 
graded egg lawsj 
farm department 
nized the need for such legislatio 
began stumping for government .] 
Our men lectured on the subjf 
farm meetings — they devoted si I 
portions of air time to the crusadef 
even helped draw up the actual! 
ing of the law. As a result, theit 
helped secure the passage of gradi| 
bills during the 1955 sessions i{ 
the Kansas and the Missouri legist! 

Bangs disease in] 
was another pfj 
our farm experts 
bring under cont!' 
Kansas. By workini 
the Farm Bureau and other aprio 
organizations, Evans. Riley and L» 
were instrumental in securing the! 
tion of a state Bangs program. / t 
Missouri docs not have a Bang; 
However, there is now a bill beft 
Missouri legislature; and you cA 
that KMBC-KFRM is in their lo< 
for its passage! 

In 1953, our farm department J 
arouse interest in the need for M 
and Kansas laws requiring the c 
of garbage which is used as hoj 
Since that time, laws have been 
in both states — and the dreaded 
ease in swine has been greatly re* 1 

When our far* 
isn't at work oli 
•» '^O'S'C P ct legislative 

U^^^v tnc> s P end thei 

^ publicizing, coy 
and addressing 4 
FFA groups — promoting the w 
the Farm Bureau, Grange Cooj 
Soil Conservation Service and 
Extension Clubs . . . and just gc 
working for the good of agricul|' 

We're proud of the iob our fe 
partment has done and is doing 
Heart of America. Their efforts p 
just one more reason why th 
KFRM Team is nationally known; 
of America's great radio institu, 
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